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She doesn’t buy merely 
the jars or cans 
or packages of products 

her baby needs 


It’s a picture ofa 
healthy, happy baby, growing 
sturdy with the help of sound 
nutrition and intelligent care. 
Millions of mothers are 
guided by baby-care articles 
in McCall’s—articles that di- 
rectly influence their spending. 


McCall’s unique 
Three-Magazines-In-One 
make-up matches advertising 
to the moods and interests of 
women in more than 3,800,000 
homes. It puts your message 
into the buying picture— 
when that picture is taking form. 


ADVERTISING REALLY MOVES INTO ACTION OFF THE PAGES OF McCALL’S! 
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This Peacock would STRUT! 


Whether peacocks make any noise or not we don’t know. They do have some 


tendency to strut. Probably to disclose some superiority. The artist drew this pea- 
cock merely to direct your attention to the fact that we’re No. 1 newspaper in the 
No. 4 town, weekdays. Having employed no “startling” promotion, we’re led to 


the conclusion that more people buy The Free Press solely because they like it. 


NO. 1 NEWSPAPER 
IN THE NO. 4 TOWN 


LARGER WEEKDAY CIRCULATION THAN 
ANY OTHER DETROIT NEWSPAPER 


425,024 461,452 | -P Setealt Sree Press 


WEEKDAYS SUNDAYS 


Average Net Paid Circulation For 6 Months Ending Sept. 30, 1947 
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THE NEW LOOK IN MILWAUKEE FIGURES 


Milwaukee has put on a lot of weight since 1940— and in the right places to 
excite the interest of advertising and marketing men. Here is a quick picture 
of the bulging sales potentials in the market today as compared to 1940. 


Average spending power per family is higher advertising job in Milwaukee—big enough to ti 
in Milwaukee than in any other city of 500,000 reach old families and new families, old earn- i 
or more population, according to Sales Man- ers and new earners, big spenders and little 
agement Survey of Buying Power. And only spenders, 96% of the entire metropolitan 


The Journal is big enough to do the big 1948 market of Milwaukee and the suburbs. 
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Prominent Users of Strathmore Letterhead Papers, No. 76 of a Series | 


Wink’ fyth eos 


Discerning, smart, Saks Fifth Avenue 
nicks STRATHMORE 


for its letterhead 


In every last detail, Saks Fifth Avenue expresses the taste and dis- 
crimination of an establishment that serves a distinguished clientele. 
With considered judgment it chooses to write all communications 
from its executive offices on Strathmore. The very look of the letter 
gives the recipient a feeling that whatever comes from Saks Fifth 
Avenue must be right. 

All over America firms with fine reputations to maintain express 
the character of their houses with Strathmore Letterhead Papers. 
Does your letterhead paper do your company full justice? If it 
leaves something to be desired, ask your printer to show you samples 


of Strathmore papers. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, 


Thistlemark Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Bond. 


STRATHMORE 3c: 


Strathmore Paper Company, West Springfield, Massachusetts 
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MERRY-GO-ROUND 


Pres Se ee 


OU’LL find few “brass rings” in New 

York in 1948. To sell more goods 
you must tell more people. Merry-go- 
round coverage of a limited audience in 
the world’s greatest community of homes 
will prove a poor substitute for consistent 
advertising directed at the broadest pos- 
sible family market. 


As consumers become more selective in 
their purchases, advertisers must reach 
more consumers with their sales mes- 
sages. And in New York there is one 
home-going family newspaper you can 
count on for maximum family prospects. 


The Journal-American is New York’s 


NATIONALLY REPRESENTED 8Y 
HEARST ADVERTISING SERVICE 


APRIL 15, 1948 


YOU CAN'T | 
GO TO TOWN 


most widely read evening newspaper . . . 
reaching more than 700,000 homes every 
evening. New Yorkers prefer the Journal- 
American nearly two-to-one over the 
second paper. The Journal-American 
family audience exceeds that of the sec- 
ond and third evening papers combined. 


To this intensive market coverage add 
intensive family readership and you have 
a force for sales unequalled in the New 
York evening field. 


To move more merchandise you need 
more customers. That is what the New 
York Journal-American delivers in over- 
whelming numbers. 
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A HEARST NEWSPAPER 


MEE facturers in Los Angeles doing 
@ 30 million dollar volume annually—al- 


most entirely local in scope. 
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ally usable market analysis I have 
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HEARST ADVERTISING SERVICE KNOWS THE CHANGING 
MARKET. HERE'S WHAT LEADING SALES EXECUTIVES SAY: 


Gasoline Company 


“Your Control gives me market facts 
which to the best of my knowledge 
have never before been available to 
sales managers.” 


Dairy 


is is the most exhaustive and ac- 


seen—I can think of innumer- 
ways in which we will use it.” 


N10 major markets across the country, H.A.S. men are ready to aid 

and advertising executives in the vital analysis of changing local 
tkets. Ready with the amazingly complete Sales Operating Controls, 
wing retail outlets in 18 product classifications for every shopping 
ter and shopping street. This complete and accurate closeup of 
jor markets was compiled, mapped, charted and classified on the 
ot by local men who know local conditions. 


a 


Major Drug Company 


“We are holding meetings now and 
working to set up our business in a 
major market from this Control. This 
is a tool we have long hoped to find.” 


Prominent Brewer 


“Few things that we have had here 
have aroused the interest and enthu- 
siasm of all concerned as your Sales 
Control. We believe our working 
with them and using them will result 
in added sales and more thoroughly 
planned coverage.” 


In addition to the Sales Operating Controls, H.A.S. men have at 
their command all the resources of Hearst Newspapers’ Research and 
Marketing Departments in 10 markets that annually turn in 22% 
billion dollars in retail sales. Perhaps this marketing service can be of 
value to you as it has to so many sales and advertising executives in a 
wide range of product classifications. Call or write the Hearst Adver- 
tising Service man nearest you. 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


Hearst Advertising § 


Herbert W. Beyea, General Manager 
959 8th Avenue, New York 19, N. Y.—Offices in principal cities 


Representing 


San Francisco Examiner 


New York Journal-American Detroit Times 


Los Angeles Examiner 


Baltimore News-Post American Boston Record-American Advertiser Chicago Herald-American 
Pittsburgh Sun-Telegraph Albany Times Union Seattle Post-Intelligencer 


BALCONY VILLAGE 


Gone is the day when railroads hauled industry’s 
freight, collected the bill and let it go at that. Today 
railroads are in competition with air freight, trucks .. . 
everything but a tortoise. And most railroads are out 
hustling for their share of the shipping dollar. 


The New York, New Haven and Hartford Railroad 
wasn't caught sleeping at its switches. Not by a caboose 
full. It has, for several years, been hammering away 
at its market with the loving calculation of an impatient 
swain. It has sold New England industry as it sold itself, 
and its aggressive promotion has begun to pay dividends. 


Latest, most impressive of these promotions, is the 
year-long exhibition which the New Haven recently 
installed on the broad balcony of Grand Central Station 
in New York City. Through Grand Central, each year, 
pass some 30,000,000 people. A goodly percentage of 
them, 10,000 a day, intrigued by the sight of a New 
England village, full-scale, and lacking only the Village 
Green, are titillated into climbing the stairs and investi- 
gating. ‘They come to see the Village, with its old 
Colonial store, its pristine white church with its 65- 
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NO DUCKING-STOOL .. . but everything else indigenous 
to a N.E. hamlet in this historical and industrial show by 
the New Haven at Grand Central. The show will run a year. 


foot spire. But they remain to investigate the battery 
of machines, from New England plants, in actual oper- 
ation, across the “Green.” For the theme of this expen- 
sive exhibit is ““New England—A great place to live, 
work and play.” And while the re-created village will 
undoubtedly entice tourists to use the New Haven on 
vacation, the most important aspect of the exhibition is 
the emphasis it places on heavy industry. 


The New Haven has invited the myriad industries 
which lie along its route to exhibit their products, either 
on the “Green” or in a special, glass-enclosed pavilion. 
The exhibits will be changed once a month, enabling more 
companies to display their wares or services. 


During the first month, for instance, such organiza- 
tions as Silex Co., Seth Thomas Clock Co., Rumford 
Chemical Works, American Hardware Corp., and 
Walter Baker Co., are enjoying the opportunity of free 
space and mass audiences. The day we were at the 
exhibit SoundScriber Electronic Disc Recorder had 
one of its most personable young salesmen demonstrating 
the product to Wall Street broker and White Plains 
housewife with equal aplomb. 


Inside the pavilion the New Haven has installed a wall 
of Kodachrome pictures of the divers vacation spots and 
historic towns of New England. Outside is an art show, 
with paintings by New England artists or of New 
England subjects, hung on a white picket fence. Fea- 
tured in the industrial exhibit: A Connecticut crafts- 
man at work on fine table silver, and a machine through 
which gold wire is fed to emerge fine gold jewelry 
chain. In a 500-gallon tank is a sea food display, with 
Rhode Island oysters, clams and crabs disporting them- 
selves in water shipped from the N. E. shore. 


A “talking” contour map of moulded glass shows the 
topographical features of New England, while a voice 
tells of Yankee traditions and advantages as a great 
place to play or work or live. 


The Railroad, says a spokesman, has been deluged 
with requests for space. So from now on it’s first-come, 
first-served. If you manufacture along the New Haven’s 
route, don’t be bashful. Three million people are going 
to see this thing! 


THE INCREDIBLE MR. BROWN 


Ask the woman who turns one: A mattress, we mean. 
She'll tell you that the housewives of America got there 
first with the battle cry, “Oh, my aching back!’ 


Until an ex-GI, Donald L. Brown, a Newark, N. J. 
boy, put his shoulder to the bedding problem even 199- 
pound women were having a weekly wrestling bee with 
the family mattresses. Single beds, women told Mr. B., 
were bad, but turning a double was like rolling a dray 
horse on its back. Those days are gone forever, thanks 
to Mr. B., and in due time millions of women will prob- 
ably want to elect him President. 


Shortly before Brown was outfitted in khaki he had 
bought a controlling interest in a new type mattress for 
which he had great promotional plans. He had to shelve 
them until Uncle Sam set him free, which, according to 
him, was a very good thing. He got his thinking on the 
mattress situation neatly turned and aired; by the time 
he crawled back into civvies he was ready to roll. And 
the situation, mattress-wise, was ripe for his proselytizing. 


Not a single mattress had been mass-produced in the 
U. S. from Pearl Harbor until about nine months ago, 


SALES MANAGEMENT 


“Im completely sold!" 


“I’m completely sold on Good Housekeeping. I read it more regu- 


larly than any other woman’s service magazine!”’ So say the 
majority of today’s young-married’s. (See evidence below! ) 


[m completely sold!” 


“I’m completely sold on the information offered by Good House- 


keeping. It’s the most useful of all magazines!’ Most young home- 
makers agree. (See evidence below!) 


[m completely sold!” 


‘| spend more time with Good Housekeeping than with any other 


magazine that carries advertising.” That’s what most newlyweds 
and young-marrieds say. (See evidence below!) 


y . 
) Just as was mother and mother’s mother, 
SOG ! 


today’s young wives are sold on the 
sound practical advice offered by the pages of Good Housekeeping. 
They know that all Good Housekeeping information — both editorial 
and advertising—is authentic, backed by investigation. That’s why 
they confidently turn to this magazine for solutions to their home- 
making problems! 


\ | | | Good Housekeeping sells goods. And it 
\ 0 ( e sells to a market that purchases more 
home goods and packaged goods than any other — brides, newlyweds 
and young-marrieds! 


Evidence from new Elmo Roper Study. 


Of 10,274 young women interviewed, more 
newlyweds and young-marrieds named GOOD 
HOUSEKEEPING as the service magazine 
(1) they read most regularly, (2) they find most 
useful. (3) Of all magazines, they spend more 
time with only one other —and that is Reader's Digest. 


al 
P. 4 To Advertisers and Agencies. A copy of Elmo 
Roper’s new study, “Young Women and Magazines,” is available for 


your inspection. See your Good Housekeeping representative. 
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We give this seal to no one — 


the product that has it earns it. 
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Advance orders 


accepted now for: 


SALES MANAGEMENT’S 


1948 SURVEY 
OF BUYING POWER 


ae E copies of the 1948 Survey will be 
available at $3.00 each. Since the supply of 

Survey issues is quickly exhausted every year, 

readers are advised to place advance orders 

now for extra copies. 

Each SALES MANAGEMENT subscriber auto- 


matically receives but additional 


Surveys can be purchased at $3.00 each. 


one copy, 


This year's Survey of Buying Power will in- 
j ying 


clude all of the time-tested columns plus 
several additions and improvements. A greatly 
amplified staff of economists, statisticians and 
researchers has developed the new 1947 sales, 
income and population figures on cities and 
counties which will appear in the Survey. In 
addition, an Editorial Advisory Board has 
been formed to recommend new features, 
check on techniques and pass on the final 


product. This board includes experts in the 


economic and consulting organizations, adver- 


tising agencies and government. 


Write us now to reserve your extra copies. 


Price: $3.00 each. 


Sales MANAGEMENT 


386 Fourth Avenue, New York 16, N. Y. 
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PEEK-A-BOO .. . turning a Zipperest mattress is child's 
play. The little lady has just flipped over all three sections 
and she's not even winded. Present production: 2,000 a day. 


despite the fact that nine-tenths of the world supply was 
manufactured by a handfull of American mattress firms. 
By the time these companies were able to reconvert and 
master material supply problems an acute shortage of 
some 5,000,000 mattresses had accumulated in the U. S. 
And that wasn’t counting millions of replacements needed 
around the globe. 


Of course Don Brown could have sold any mattress he 
made. But he has something which he thinks will make 
the old standard product look like a corn shuck horror. 
It’s a mattress in three sections, each indépendent of the 
other, each fitting its neighbor like the skin on a weiner. 
He calls it the Zipperest. The three sections are held 
together as one unit with easily manipulated zippers. 


Instead of waging a tug-of-war with a single-untt, 
cumbersome mattress, the housewife merely copes with 
one easily-turned section of a Zipperest at a time. 


He’s quick to point out, too, that there are other, less 
obvious but more important advantages in the Zipperest. 
Since the ordinary straight mattress wears out in the cen- 
ter, the Zipperest is going to pay its way by lasting twice 
as long as any other type mattress. The three sections ot 
the Zipperest can be shuffled around like playing cards, 
which means that all the sections get equalized wear. 
And should any section go bad the entire mattress need 
no longer be discarded. A spare section can be purchased 
at proportionate cost. 


Furthermore the Zipperest can be aired without un- 
zipping by bringing both end sections together like a tr- 
angle, the zippers acting as hinges. By the same token 
the box springs can be cleaned without un-ladylike con- 
tortions. A Zipperest can be stored in a minimum 0! 
space. ‘Try that on your old mattress. 


So sure is young Brown that he’s got a revolutionary 
mattress, and that he’s bound for the big time. hes cut 
down his profit margin to A & P levels. 


“I'd rather sell millions of mattresses and make 4 
minimum profit per mattress,” he said, “than see my bus 
ness fold in a year or two because the mattress wont 
hold up!” 
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PREFERENCE-TESTED PRINTING BY STERN, 


e 


BASED ON FIVE YEARS’ RESEARCH, 
POINTS THE WAY TO 


MORE ATTENTION, BETTER ACCEPTANCE 


FOR YOUR PRINTED MATERIAL. 


What are the basic physical elements of a good cata- 
log, brochure, calendar, annual report, etc. ? Which 
characteristics add to, and which detract from the 
pulling power of the various types of mailing pieces 
you use? Are you using the right approach ? 


Our research has uncovered preferences of business 
executives as to sizes, color treatment, illustrative 
techniques and other related data in the vast, hitherto 
unexplored field of sales and industrial literature. 


When you cater to these preferences you automati- 
cally step up the pulling power of your own printed 
material. The findings are authoritative— based wholly 
on the depth interview method of field research. 


Get the Facts — No Obligation 


You're welcome to these findings. We'll gladly evalu- 
ate and apply ‘‘preference-testing’’ to your own 
industrial literature. Just fill in and mail coupon 
below. No fees nor obligation— glad to be of service. 


SF duronrd Stern + Cormip any » Vie 


PRINTERS SINCE 1871 « SIXTH & CHERRY STREETS + PHILADELPHIA 6, PA. 


New York ¢ Boston « Cleveland * Baltimore 


PREFERENCE- EDWARD STERN & COMPANY, INC. (Dept. 15) | 
Sixth & Cherry Sts., Phila. 6, Pa. 
TESTED | 
Gentlemen: 
FOR Tell us how we can step up the pulling power of our printed material. We | 
MAXIMUM would like to apply your preference-testing to our printing. | 
IMPACT | Company __ — | 
| Individual Ce — | 
| Street City ee | 
APRIL 15, 1948 
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Ever hear 


of a typewriter 


that writes pictures? 


The sentence you are now reading con- 
tains 45 pictures. Here’s why: 


Each letter in the alphabet comes from 
a picture symbol devised by the ancient 
Egyptians. 


The symbol for *‘H’’ 
was a house that | | 
was drawn like this... 


The letter ‘‘D’’ was a hand... 


**T’? was a leaf... 


And “‘N” was a river... AANA 


So from the very beginning, men found 
pictures the most fundamental method 
of communicating thoughts. 


The fact that the best way to reach 
people is through pictures, is nothing 
new to the editors of Parade. 


This syndicated Sunday picture maga- 
zine attracts the highest readership in 
the field. Starch reports consistently 
rate editorial features in Parade in the 


high 80’s or 90’s— men and women. 


And this picture power carries over into 
the advertising pages, too. 


For instance, a comparison of Starch 
reports for 27 identical ads that ran in 
Parade and the leading weekly and 
monthly magazines shows that all 27 
of them got more readers per dollar in 
Parade. And in the case of all 80 iden- 
tical ads that ran in Parade and other 
syndicated Sunday magazines during 
the first nine months of 1947, Parade 
ranked first in readers per dollar in 75 
of the 80...ran a close second in the 
other five. 


Maybe that accounts for the fact that 
so many new ‘blue-chip’ advertisers are 
jumping aboard Parade. Better make 
sure i!’s not your competitor getting 
the jump on you! 


You ought to be in pictures. .in 
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a IT TAKES 
Z MORE THAN 


POWER 


(which we have!) 


Zee ==. to attract and hold 
dn dudience.: —— 
OWA COUNTIES: F' Ane; 


QO N the street, in theatres, in movies or radio, 


people flock to the best. 


Consider the 23 lowa counties featured at the 
right. The average distance between them and 
WHO's transmitter near Des Moines is about 
60 miles—and dozens of stations both inside 
and outside Iowa penetrate each of those 23 
counties. Yet the 1947 lowa Radio Audience 
Survey shows that in those counties, from 5:00 
am. to 6:00 p.m., WHO gets an average of 


51.9% of all radio listening! 


There is only one answer to such _ listener- 
preference. That answer is Top-Notch Program- 
ming—Outstanding Public Service. Write for 


Survey and see for yourself. 
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+ for lowa PLUS # 


Des Moines . . . . 50,000 Watts 
Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
FREE & PETERS, INC., National Representatives 
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NEWS REEL 


JOHN M. SNOW 


Appointed general sales manager of Encyclopaedia 
Britannica Press, the trade books division of the 
180-year-old Chicago publishing organization. 


N. S. SANBORN 


Named West Coast district manager for York-Ship- 
ley, Inc., which has extended its distribution to 
this territory with distributors in key cities. 


FREDERICK H. NORTON 


Newly named vice-president in charge of all sales 
for the American Car and Foundry Co., joined the 
firm in 1945 and succeeds R. A. Williams, resigned. 


GORDON LAMONT 
Named director of sales of Lamont, Corliss & Co., 
will have responsibility for sales of Nestle's 
chocolate products and also of Pond's toiletries. 


JAMES E. ROBISON 


Appointed to the new post of marketing director of 
the Nashua Mills Division of Textron, Inc., he has 
been general sales manager since November, 1946. 


EDWARD M. HAINES 


Marketing manager of Locke, Inc., since last Octo- 
ber, has been elected vice-president in charge 
of marketing for the General Electric Co. affiliate. 


G. A. BORCHIK 


Newly appointed manager of replacement sales for 
the Willard Storage Battery Co., which he joined in 
1927 as a Cleveland district sales representative. 


R. J. HONEYCHURCH 


Formerly with Young & Rubicam, Inc., joins Orange- 
Crush Co. as director of merchandising with head- 
quarters at the firm's general offices in Chicago. 
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WHEN YOU’RE SELLING TO TODAY’S 
TOP PROSPECT... THE FARMER! 


If people with savings are your best prospects, 
be guided by this important fact: Farm fam- Have you received 
ilies last year, with less than 20% of the total your copy? 36 pages of vital 

: marketing information tells who and where 
population, saved more money than the other your best prospects are. An “audit” of the Midwest farm market 
80% of the population! Concentrate your ad- based on U. S. Census Bureau figures. It’s new, it's exclusive, get it! 
vertising where farm wealth is concentrated, 
in the Midwest 8 states. Income per farm in 
this rich area is nearly twice the national 
average. This entire area can be sold as a 
single unit with the locally-edited farm papers 
of the Midwest Farm Paper Unit. All five can 
be bought on a money-saving basis with a 
single purchase order, a single plate. 


THE FARMER + WALLACES’ FARMER and IOWA HOMESTEAD - PRAIRIE FARMER - WISCONSIN AGRICULTURIST and FARMER - NEBRASKA FARMER 
Midwest offices at: 250 Park Ave., New York + 59 E. Madison St., Chicago + 542 New Center Building, Detroit + Russ Building, San Francisco + 645 S. Flower St., Los Angeles 
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BOOTH NEWSPAPERS 


tell the Public... 


| 
a 
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4 
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‘ 
4 
4 
| 
4 


‘ 
1) 
s 
. me 
s LA 1S Hin 
“ste ffugeo" 
4. Announced to the public in 
all eight Booth Newspapers. 
Advertising agency: Brooke, 
Smith, French & Dorrance, Inc. 
| eds Michigan Newspaper readers... keen To reach the big Michigan trading area outside 
judges of car values . . . have given the new Detroit, more and more advertisers are relying 
Hudson a most enthusiastic reception .. . on all eight Booth Michigan Newspapers with 
| adding more than their share to the estimated a*combined circulation of 377,598. 
10 million showroom attendance reported : f 
| nationally during the announcement period. For specific — on Booth Markets, 
In both pre-announcement and announcement pnianibieieiis 
programs for this popular new car, Hudson The John E. Lutz Co., 435 N. Michigan Ave., 
placed heavy dependence on newspaper adver- Chicago 11 
tising. And Booth Newspapers in eight major 
Michigan cities played an important role in Dan A. Carroll, 110 East 42nd Street 
carrying the Hudson story to Michigan buyers. New York City 17 
GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
MER JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 
goles ' 
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IS THE OUTSIDE AUDIENCE 
PAYING ATTENTION 
TO YOUR SHOW 
ON THE PACIFIC COAST? 


N. MATTER how good your radio show is, if the Pacific Coast outside ( 
audience isn't paying attention to it, you aren't getting your money's ; P 
worth. And they can’t pay attention unless your show is on Don Lee. 
Only Don Lee completely covers the inside market plus the 5% billion 


of the cities regularly surveyed by C. E. Hooper: Los Angeles, San 
Francisco, Oakland, San Diego, Portland, Seattle and Spokane). A 
C. E. Hooper 276,019 coincidental telephone-call survey proves this. 


t 
] 
dollar outside market (the area outside the metropolitan trading areas ( 
( 


THOMAS S. LEE, Pres. * LEWIS ALLEN WEISS, Vice-Pres., Gen. Mgr. «© SYDNEY GAYNOR, Gen. Sales Mgr. ; 


The Nations Greatest Regional Network 
Ss . 
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Only Don Lee provides enough local network stations so that all the 
people can hear your show. Don Lee has 44 local stations, two and 


ee. three times as many stations as any of the other Pacific Coast networks. 
mn Local network stations are a necessity for reception on the Pacific 
as Coast, where most markets are surrounded by high mountains 
an (up to 15,000 feet), and reliable long-range reception is impossible. 
A Remember: if your show is good, it deserves the largest possible 
iis. audience on the Pacific Coast. You can get this only with Don Lee. 
Igr. 5515 MELROSE AVE., HOLLYWOOD 38, CAL. « Represented Nationally by John Blair & Company 


‘ DON LEE 


ce ki «= BROADCASTING SYSTEM 
Ai 
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PROGRESSIVE 
ARCHITECTURE 


SELLS 


BUILDING... Products 
..»- Materials 
..- Equipment 


Here's How: 


In the past 24 months alone, 
PROGRESSIVE ARCHITEC- 
TURE has produced more than 
100,000 inquiries for manufac- 
turers of building products, mate- 
rials and equipment. 


Here is the inquiry record: 


May-December, 1944 23,042 
January-December, 1945 46,742 
January-December, 1946 50,050 
Janucry-December, 1947 52,346 


Total 172,180 


This phenomenal _reader-re- 
sponse — which means action for 
advertisers—comes about because 
P/A’s editors are constantly feed- 
ing their 26,000 readers informa- 
tion about the latest advances in 


building product technology. 


Here's Why: 


P/A is edited for the Building 
Product Specifiers. They may be 
architects, engineers, designers, 
draftsmen, specification writers, 
job captains, field supervisors— 
but they want to know all about 
materials, products, equipment— 
because that’s what buildings are 
built of. And that’s why advertis- 
ing in P/A produces such amaz- 
ing results. 


To help you sell most effectively, we 
are preparing a comprehensive report 
—“How To Sell Effectively To Archi- 
tectural Organizations”, Reserve your 
copy now. Ask for Bulletin 82, 


erogressive 


REINHOLD PUBLISHING 
CORPORATION 
330 W. 42nd St. ° New York 18 
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BY T. HARRY THOMPSON 


The date reminds me of April 
showers, and that reminds me of Al 
Jolson who played himself in “The 
Jolson Story” on the Lux program. 
Al was presented with a medal of 
achievement. He said: “I’m gonna 
give this medal to a boy who couldn’t 
be here tonight, Larry Parks.”” (Ap- 
plause) Al continued. “And I'll 
break his arm if he takes it!” 


In skeptical mood, Kasco Inform- 
ant says: “Pray for the best, but pre- 
pare for the worst. Note that even 
churches are equipped with lightning- 
rods.” 

e 


The same publication sends me a 
definition written by Herbert Casson, 
Editor of The Efficiency Magazine, 
London, England: 


The power to choose the work I do, 
To grow and have the larger view, 
To know and feel that I am free, 

To stand erect, not bow the knee, 

To be no chattel of the State, 

To be the master of my fate, 

To dare, to risk, to lose, to win, 

To make my own career begin. 

To serve the world in my own way, 

To gain in wisdom, day by day, 

With hope and zest to climb, to rise, 

I call that ‘Private Enterprise.’ 

° 

Orville Reed wonders why the 
race-horse prognosticators have never 
thought of calling their gyp-sheet: 
“‘Horsecope.” 

. 

The Spring poets are coming out 
of hibernation. Henry Obermeyer 
sends “Fortitude,” which goes like 
this: ““Ad-men may not be heroes, but 
they must be brave indeed. I heard 
one say: ‘Give me a cut, and make 
it wide to bleed’.” 

+. 

Not that that had anything to do 
with Spring, of course, other than 
the vernal urge to versify. Here's a 
couplet of mine, inelegant but from 
the heart: “Spring is here, I’m glad 
to know; I-had a bellyful of snow. 


Two days after Procter & Gam- 
ble announced Bath-Size Camay and 
a consumer-contest to go with it, | 
cased a handful of stores to find the 
new, bigger bar. No soap. Only the 
regular size. 

” 

Watch the rooftop aerials sprout, 
now that television sets may be had, 
including installation and _ Federal 
tax, for less than $260. 

s 
HEADLINE PARADE 

It’s time to stop penalizing ability!— 

Chilton Company. 


How to multiply a muscle.—Shell In- 
dustrial Lubricants. 


Should teachers have  shotguns?— 
Celotex. 
People with Hungry Minds.—‘The 


American Magazine.” 

For men, women, boys, and girls only! 
—‘The Swordsman,” in Technicolor. 

Want to start something? Start it in 
North Carolina. 

Some hard-boiled facts 
boiled eggs. 


about _ soft- 
—Commercial Solvents. 
* 

I like the spools of 300 stamps 
the post-office sells, but they appear 
to be rolled for /eft-handed people. 

. 

Aside to Hunter Lynde: Could 
your client, Atlantic Coast Line Rail- 
road, find some place to use a name 
I cooked-up awhile back: ‘‘Coast- 


master” ? 


— 

Writes I. L. Schweiger, sales de- 
partment, Columbian Steel ‘Tank 
Co., Kansas City, Mo.: “Fuel-oil 
tanks make fine billboard advertising 
for the dealer. Some day, you may 
see this on one of them: ‘Get a load 


of this’. P.S.—We make ’em.” 
— 
Nir—“Is she getting anywhere with 


her New Look?” 

Witr—“‘Well, she considers it her long 
suit.” 

+ 

The New Yorker spotted this sign 
in the window of a jewelry-shop on 
Sixth Avenue: “Lifetime Rings, 
While They Last.” 

7 

Slogan for a  dancing-academy: 
“Come to Astaire’s for the latest 
steps.” 

* 

Being laid up with the flu at the 
time, we failed to report that Febru- 
ary 5 to 12 was National Dried Fruit 
Week. 

° 

Printers’ strikes aren’t the threat 
they once were, thanks to variable- 
spacer typewriters and photo-engrav- 
ing. Even the type now looks like 
something out of a type-case. 

_ 

“Stay awhile in Panama and shop 

for the wares of all nations,” says 
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the 


Never Underestimate the Power of a Woman! 


a rl 


parainew 


naa 


. ° 
Nor the Power of the Magazine Women Believe In. More women buy 
Ladies’ Home Journal, because women actively prefer a magazine edited to their special interests. 
This preference reveals women’s striking appreciation of the Journal's greater 


usefulness to them in their lives. That’s why, if women buy your product, or influence 


its purchase, you can tell more women, so much more effectively, in Ladies’ “"" JOURNAL 
Bought by nearly a MILLION MORE women than any other magazine* 


‘Monthly OR weekly, with audited circulation 
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The population, geographical 
location and related statistics 
pertaining to Sioux City are 
easily available in standard 
sources. Anyone desiring such 
basic information can refer to 
innumerable works of reference 
most of which are fairly accu- 
rate and authoritative. . 

However, as students of statis- 
tics well know, plain, unrelated 
facts sometimes get in the way 
of right thinking. 

For instance, Sioux City’s of- 
ficial population is only 87,791. 
Yet, the truth is that as a farm 
capital its value as a market 
should be judged more by the 
character and number of its ru- 


Gateway to the Great West... 
Farm Capital, Stockyard and Pack- 
ing Center... Business and Industrial 
Leader, lowa’s Second City... 
Chief City of the Great Four-State 
Region Which It Serves 


IOUX CITY 


IOWA 


ral population than by 1940 
census figures for its corporate 
limits. 

Sioux City’s A. B. C. Retail 
Trading Zone population ex- 
ceeds 750,000. As the heart of 
one of the world’s richest agri- 
cultural areas, it qualifies both 
in size and buying power as a 
mayor market. 

The Sioux City Journal and 
Journal-Tribune serve this ter- 
ritorv. There is no other metro- 
politan newspaper within 100 
miles. Leadership in prestige 
and completeness of coverage 
make them the one sure, low-cost 
method of selling the Greater 
Sioux City Market. 


Copyright 1947. Further reproduction not Heensed 


SIOUX CITY, 


‘Sioux City Journal 


IOWA 


GENERAL ADVERTISING REPRESENTATIVE 


JANN & KELLEY, INC. 


New York — Chicago — Detroit 
Les Angeles — Atlanta — San Francisco 


a little magazine ad. I have seen 
shops in the Canal Zone as thrilling 
to any woman as those in pre-war 
Paris, and with laces and linens and 
perfumes at much lower, duty-free 
prices. 

o 

What ever became of little Gerard. 
who used to be the life of the Quiz 
Kids program ? 

* 

Camel Cigarette was smart, in 
your reporter's opinion, to grab Fox 
Movietone News for television. 

° 

Which reminds me: When N. W., 
Ayer had the Camel account, every 
copywriter in the shop was won- 
dering how he could work-in “Mus- 
tapha Kemal” as a slogan. 

o 

‘Tessie O’Paque says she just loves 

an Al Capone choir. 
+ 

‘To save you a postage-stamp, come 
to think of it, she is a trifle confused 
on a capello singing. 

oO 

| think it was Pathfinder which 
said that Harry ‘Truman usually 
lands in Key West for his vacation, 
because a piano-player feels so much 
at home on the Keys. 

. 


Incidentally, if the incumbent isn’t 
re-elected, he and Margaret could 
doubtless get top billing on almost 
any concert-circuit as a father-and- 
daughter team. 

. 

According to Nation's Business, 
25 of department-store sales result 
from impulse purchases by customers 
who come into the store for some- 
thing else. So don’t neglect that 
point-of-sale material. 

. 

Elsie named her bull-caif ‘“Beaure- 
gard.” 1 tried to name him “Little 
Beau Vine.” 

= 

The Republicans have the ele- 
phant, the Democrats have the don- 
key. What animal will represent the 
Third Party? I can think of a cou- 
ple. 

s 

A fellow scribe told me that my 
client’s stock went up a few points 
while I was away from the office for 
a few weeks. Okay, Corporal, | 
can go along with a gag. 

e 

A 75-year-old man is cutting his 
third set of teeth, it says here. “A 
Miracle Can Happen.” And I wish 
it would happen to me, in a few 
spots, anyway. 

> 

Query: Do you need spring train- 

ing to sell spring-water? 
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] That rare faculty called 
z 
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, 
y 
l- 
= 
eS 
ie 
“d 
h aig : 
ly N BUYING advertising space, there is a great 
. deal more than meets the eye. 
h For example, one of the most valuable assets 
: of an expert media department is that rare 
faculty called ‘‘editorial alertness.”’ 
t This is the ability to sense when an estab- 
Id lished and apparently healthy publication is, 
st for editorial reasons, going to falter and/or 
d- fold. 
It’s the ability to tell when a publication 
—through a change of editorial policy or a 
I i swing in public taste—will enjoy a sudden 
: increase in popularity. 
—— 
e- ; It’s the ability to predict whether a new 
at - publication will climb steadily to success—or 
will slide gently into oblivion. 
When an agency has a high degree of edi- 
e- torial alertness, its clients need not fear 
le that they are spending money in a publi- 
cation which is losing its advertising po- 
tency. 
e- And they know they will be found 
n- among the first, favored users of new pub- 
he lications destined for brillant editorial 
u- futures. 
Editorial alertness is a quality which, we 
believe, you will find in high degree at Young 
ny & Rubicam. 
its 
or 
] 
YOUNG & RUBICAM, INC. 
LIS ADVERTISING 
A New York Chicago Detroit San Francisco 
sh Hollywood Montreal Toronto Mexico City London 
Ww 
n- 
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When you march on 
the small town market... 


Four Steps to Success . . . 


24 


Sparkling new House- 
hold format! 


38% more advertising 
— more 4-color ads! 


New high circulation— 
over 2,000,000! 


Still the lowest cost per 
1000 readers—4 colors, 
$3.00; black and white, 
$2.25. 


No trick to drumming up trade here! More than half of America’s 
retail outlets are found in small cities and towns. And Household is 
the only big monthly aimed directly at this market! 

But there’s more to Household success than just reaching buyers. 
Household moves these bigger, better families to buy! With every 
issue, Idea-Planned editorial pages plant in their minds more than 
255 practical ideas for easier, pleasanter living. 

Today these big families have the greatest purchasing power ever. 
Yet Household continues to reach them at the Jowest cost per page per 
thousand —$2.25 for black and white, $3.00 for 4 colors. No wonder 

“Success is a HOUSEHOLD Word!” 


Capper Publications, Inc., Topeka, Kansas 


HOUSEHOLD 


a magazine of action for small ciliee and Toumt 


SALES MANAGEMENT 


. ae 


Dug toe 


More Sales at Lower Cost....... 


$ 
$ 
$ 


‘Be hs) 
i Pe 
; : r ~~? 
i * 
i _ 
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2nd of a series 


ls 


¥ 


OF ALL if 
DRUG STORE SALES 
ARE MADE IN THE 


608 


PRINCIPAL TRADING 
CENTERS 


> 
| ‘ * of Cosmopolitan’s net paid circulation of over 2,100,000 


is concentrated in America’s 608 Principal Trading Centers and the 
trading areas of the 10 Multiple Markets. Over 71% of all drug store 
sales are made in this ““PROFIT MARKET.” And Cosmopolitan, itself, 


is displayed and sold by more than half of the nation’s drug stores. 


© No other multi-million circulation magazine in the weekly, monthly 


Ree RRR TH 


or women’s service field offers as high a percentage of circulation con- 


centration in these top volume markets for drug and toilet goods sales. 


® Your cost per page per 1000 readers for this concentrated ‘“‘Profit 
Market”’ coverage in Cosmopolitan is only $2.42 for black and white, 
or $3.61 for 4 colors — close to the lowest rate available in any | 


volume magazine regardless of where its circulation is delivered. |, ; 


Sell the “Profit Market’ first ' 
__.with Gosmopolitan 
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LOS ANGELES OFFICE: 606 South Hill Street 
NEW YORK OFFICE: 9 Rockefeller Plaza 


ee the same as human beings. have a better chance in life when 
they are given a good HOME. For 72 years the Chicago Daily News has been demonstrat- 
ing this truth—to the profit of countless advertisers. 


The Daily News is warmly weleomed. as good companion and counsellor, to the 


homes of Chicago’s most IMPORTANT million. 


It is read 


.--by every member of the family old enough to read 
.--in the comfort that home affords 


.--in a relaxed mood that permits more thorough reading 


These folks get more out of their favorite Daily News because they have more time 
leisurely home time—for the enjoyment of its columns. Obviously your advertise- 
ment has the best opportunity to be seen, to be read and to be thoughtfully considered 


in this fireside environment. 


When planning to sell in Chicago the first thing to do is to talk to Chieago’s most 


IMPORTANT million first! 


CHIEAGO DAILY NEWS 


For 72 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT. Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


DETROIT OFFICE: 407 Free Press Building 
SAN FRANCISCO OFFICE: Hobart Building 
MIAMI-HERALD BUILDING, Miami, Florida 
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Restaurant Equipment Dealer’s first issue 
(dated May 1948) will be published April 25th. 
Advertising forms for June close May Sth. 


Full Pages — $225 one time, $208 six times, $190 
twelve times. 


Half Pages—$115 one time, $106 six times, $98 
twelve times. 


Quarter Pages — $60 one time, $55 six times, $51 
twelve times. 


A letterhead request will bring you a complete 
analysis of Restaurant Equipment Dealer’s cis- 
tribution. 


RESTAURANT EQUIPMENT DEALER is the only maga- 
zine published exclusively for the equipment dealer 
executive and salesmen. 


RESTAURANT EQUIPMENT DEALER circulation—7500 
guaranteed, controlled—includes dealers, dealer exec- 
utives, dealer salesmen, manufacturers’ representa- 
tives, contract departments, selected public utilities, 
and architects. 


RESTAURANT EQUIPMENT DEALER distribution list is 
the most accurate in existence—and was built by com- 
paring and analyzing the dealer lists of RESTAURANT 
BUYERS’ DIRECTORY and a group of food service 
equipment manufacturers. 


Each copy of RESTAURANT EQUIPMENT DEALER will 
be individually mailed—no bulk. Most copies mailed 
to home addresses . .. and each copy of RESTAURANT 
EQUIPMENT DEALER has been requested —in writing. 


All individual names on RESTAURANT EQUIPMENT 
DEALER distribution list will be held confidential. Use 
of dealer organization list is available to contract 
advertisers only, 


v 


asout TvwE NEW DEALER macazine 


RESTAURANT EQUIPMENT DEALER editorially will de- 
vote itself to these five phases of dealer operation — 
(1) Administration; (2) Sales; (3) Layout and De- 
sign; (4) New Equipment; (5) News. 


RESTAURANT EQUIPMENT DEALER offers manufac- 
turers of food service equipment the opportunity of 
conducting a “Monthly Sales Meeting in Print” with 
all leading equipment dealers and salesmen. 


RESTAURANT EQUIPMENT DEALER offers manufac- 
turers of food service equipment the heretofore un- 
available medium for putting sales tips, data sheets, 
catalogs, testimonials, etc. directly into the hands of 
dealer salesmen! 


RESTAURANT EQUIPMENT DEALER offers manufac- 
turers of food service equipment the opportunity of 
reprinting catalogs, manuals, folders — at amazingly 
low prices. 


RESTAURANT 
EQUIPMENT 
if) For More Intormation Contact: 
J PUBLISHING HEADQUARTERS...... 71 Vanderbilt Avenue, New York 17, N. Y. 
/ p WESTERN OFFICE........... 333 North Michigan Avenue, Chicago 1, Illinois 
SOUTHERN OFFICE....805 C & S National Bank Building, Atlanta 3, Georgia 
| 448 South Hill Street, Los Angeles 13, California 


en AHRENS publication 


2020 Russ Building, San Francisco 4, California 
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; Combining “Rifle Precision” 
with “Shotgun Accuracy” 


by HELEN T. HIRST 


Media Director 
James Thomas Chirurg Co., Inc. 
Boston 


Once our advertising target has 
been set up by market research and 
plan strategy, the next important 
move is our choice of weapons—our 
media. 

‘Take industrial advertising, for ex- 
ample. We can aim specifically at 
certain industries (or even at certain 
executive functions within -those in- 
dustries )—or we can aim at the tar- 
get as a whole. 

Both methods can be used to ad- 
vantage, together or separately. As 
for the selective technique, most 
products or services have specialized 
appeals which should be emphasized 
through specialized media—indus- 
trial, trade or functional. 

On the other hand, when a prod- 
uct or service involves multiple buy- 
ing influences, or is looking for new 
markets, it is impractical to take too 
specialized an approach. Moreover, 
considering the constant changes in 
buying potential—f rom firm to firm 
and industry to industry—it is im- 
possible to pinpoint the deciding fac- 
tor in every purchase, every day. 

Right here is where the “mass” 
advertising technique—as exemplified 
by Nation’s Business, U.S. News- 
Wortp Report, ForTUNE and 
Business WEEK—proves its value. 

For these publications are highly 
selective in that they present ideas to 
business leaders as a group. Yet this 
selectivity is by no means narrow, for 
it covers the full range of the nation’s 


key men who initiate or influence 
purchase. 
In other words, here’s the hard- 


hitting, concentrated impact of a 
rifle—plus the broader, more diffused 
coverage of a shotgun... . And that’s 
a mightly effective combination! 

* * ® 

This column is sponsored by NATION’s 
BUSINESS to promote the use of a “mass 
technique” in selling the business market 
of America. 

Four leading general business maga- 
zines offer you in 1948 a combined cir- 
culation of 1,285,000 executive subscribers, 
over 15 million pages a year on 12-13 
time schedule. The combined rate for a 
black-and-white page in all four papers 


is only about $9,875. 
Guaranteed BE W 
Circulation Page 
Nation’s Business ...... 575,000 $3,000 
U.S. News-World Report 300,000 2,400 
og ca a aren hac’ 235,000 2,900 


Business 


Week 175,000 1,575 

We'll be glad to give you case histories 
of advertisers who have found such 
“mass” selling profitable. NATION’s Bust- 
Ness, Washington, D.C. 
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Increase in Farm Planting 
Will 


farmers to reduce planting? 


the price peak cause 


There will be an increase of 3,200- 
QOO acres in farm planting this year, 
the Government Crop Reporting 
Board forecasts. In all, the Nation’s 
farmers are expected to plant 361 
million acres. 

With the exception of the war 
vears of 1943 and 1944, this is the 
largest area planned for planting at 
this time of the year since 1937. 

Thus is refuted the opinion, fre- 
quently stated since the severe break 
in the prices of farm _ products 
brought important ones down from 
a quarter to a third of January highs, 
that farmers would cut down their 
crops. 

True or not, the old belief that 
“as agriculture goes, so will business” 
prevails in many quarters and is re- 


flected among Washington  econo- 
mists. 

Support of BLS 

Why does Taft favor the 
BLS? 


Government reporting services of 
particular interest to the American 
businessman have suffered severe 


jolts in appropriation measures. Now, 


somewhat surprisingly, the Bureau 
of Labor Statistics has secured a 
powerful ally in Senator Taft. 


Senator 
Senate 


Taft has appealed to a 
Appropriations Subcommittee 
to give BLS the full amount of 
money requested, even though the 
House cut $2.9 million from its bud- 
get. 

As Chairman of the Joint Con- 
gressional Committee on the Eco- 
nomic Report, Senator ‘Taft stated 
that the committee relies heavily on 
the information supplied by BLS in 
formulating policies for curbing in- 
Hation and averting depression. 

Commissioner of Labor Statistics 
Ewan Clague pointed out in his testi- 
mony before the Senate sub-commit- 
tee that the reductions made this 
year in the BLS appropriation had 
already resulted in cutting out most 
special studies and giving up impor- 
tant parts of state and local statis- 
tics. Further cuts would, he said, 


necessitate elimination of important 
services carried on for many years. 

The need for an expanded and 
improved statistical reporting service 
is increasingly realized by business 
organizations and seems to be now 
reaching top legislators, so that hope 
is expressed for a reversal of pinch- 
penny tactics. 


New Savings 


How do savings compare with 
pre-war years? 


The volume of new savings by in- 
dividuals last year amounted to $11 
billion, the Federal Reserve Board 
estimates. That was a drop from 
the nearly $15 billion saved in 1946 
and far below the $35 billion saved 
in wartime years. 

Nevertheless, it greatly exceeds 
savings in pre-war years, representing 
a larger proportion of disposable in- 
come . . .income after deduction of 
taxes. Thus it appears that the pub- 
lic, by and large, has not yet been 
seriously pinched by rising prices, 
even though some groups have had 
to draw on accumulated savings. 

However, new investment demands 
are not being met readily. The Fed- 
eral Reserve notes that funds saved 
by individuals in 1947 were not only 
insufficient to satisfy new investment 
demands, but holders of accumulated 
savings showed greater reluctance to 
invest accumulated savings elsewhere 
than in Government Bonds or insur- 
ance and pension funds. 

It is explained by Government 
financial analysts that ‘as a result of 
this combination of reduced savings 
and disinclination to take investment 
risks, demands on the banks have 
been steadily increasing, thereby add- 
ing to the supply of purchasing pow er 
and increasing inflationary pressures.’ 


Tax Cuts & Military 
Spending 


What effects will come from 
tax cuts and military spending? 


The new tax bill, cutting taxes 
for the average citizen and reducing 
withholding taxes, is expected to give 
purchasing power a new “‘shot in the 
arm,” just when many feared that 
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FAMOUS SOUNDS on "Inner Sanctum" (Mondays, CBS) 
are the squeaking door and the Bromo-—Seltzer 
"Talking Train." Latter effect, produced by 
Helen Wogan and the Wright Sonovox, conveys both 
the product name and main selling theme in an 
unusual, memorable style... keeps the program 
near the top in sponsor identification. This 
Talking Train is also featured in radio spots. 
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General Mills ‘Tra He 
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BONUS FOR READERS. In exchange for the time a 
woman spends with these General Mills Tru-Heat 
Iron ads, she gets practical information on 
ironing. "Service" ads of this type are almost 
invariably better read than usual appliance 
ads. Tru-Heat ads prepared by BBDO Minneapolis 
have helped General Mills sell more than a mil- 
lion of these Betty Crocker irons in 18 months. 
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BATTEN. BARTON, DURSTINE & OSBORN, Inc. 
Advertising 
NEW YORK * RBOSTON * BUFFALO «+ PITTSBURGH * CLEVELAND * DETROIT 


CHICAGO + MINNEAPOLIS * SAN FRANCISCO * HOLLYWOOD LOS ANGELES 
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MAKING HALF—PAGE ads stand out in today's jam— 
packed women's service magazines poses quite a 
problem. Corning Glass Works, BBDO Buffalo 
client, is more than holding its own with this 
new Pyrex ware series. Formula—a simple, 

open layout with script headline, short copy, 
prominent price display, and big, attractive 
four-color art by illustrator Oskar Barshak. 


"STRIKE IT RICH." Women like to read suggestions 
for new food dishes. Recipe ads of Golden State 
Company, Ltd., prepared by BBDO San Francisco, 
have had read—most ratings of over 20% in Coast 
newspaper surveys. Usually rated the best-—read 
dairy products ads wherever tested, they drama— 
tize a strong theme—line—"You strike it rich in 


Golden State"—with an appealing trade character. 
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His Sponsors Alone Make 
a Sizeable Audience... 


Sponsored locally on 293 Mutual stations, this famed news 
commentator works for a lot of different local advertisers at 
the same time. He keeps them all grinning happily as they 
cock an ear at their ringing cash-registers. Also they enjoy 
the thought that their network program is billed at a low 
pro-rated talent cost and a low local time cost. 

His program is the original “co-op.” It generally orig- 
inates in Washington, D. C., and is piped to the stations of 
the Mutual Network. It’s “live” 
message (also “live”) is synchronized so well that millions 


and the local sponsor's 


of listeners think of the program as the local sponsor's own 


show. 


Since Mutual is 464 stations, and the Fulton Lewis, Jr.. 
program is sponsored on 293, that leaves some desirable 
availabilities. If you want a ready-made audience for a 
client (or yourself) perhaps there’s an opening in your city. 
Call, write or wire the Co-operative Program Department, 
Mutual Broadcasting System, 1440 Broadway, NYC 18 


or Tribune Tower, Chicago 11. 


buying might be on the wane. 

Worries over the effect that the 
new defense program might have on 
the civilian economy are being rapid- 
ly dissipated in Washington. It had 
been feared that it would lead to 
putting business again on a war foot- 
ing which would mean price alloca- 
tion, rationing and manpower con- 
trols with the consequent curtailment 
of civilian output. 

However, Secretary Forrestal has 
stated that the enlarged military pro- 
gram as now envisioned would in- 
volve $3 billion in spending for the 
fiscal year beginning July 1 on top 
of an $11 billion defense program 
already provided in the budget. This 
means stepped-up military buying 
during the months ahead, a situation 
bound to increase other production 
and sales. In fact, it is now consid- 
ered that the two measures . . . tax 
reduction and_ increased military 
spending should offset any re- 
versal in general business which 
might occur as inventory stocks be- 
come complete. 

In fact, these two measures may 
be considered a surety that a runaway 
inflation spiral will not occur soon, 
say Washington authorities. 


Salesmen's Benefits 


Will Congress place salesmen 
under social security ? 


The Treasury has placed its pro- 
posal to extend social security cover- 
age to insurance agents, outdoor sales- 
men and some home. workers before 
the Senate Finance Committee. 


Many details of the proposal have 
been contested by both business and 
by members of the Senate Finance 
Committee. There has been debate 
on the proposal to make social secur- 
ity benefits retroactive for four years, 
the costs being met from the general 
social security fund. 

For social security purposes, the 
proposal to extend coverage is beset 
by this question: Are salesmen em- 

. ee 
ployes or independent contractors: 
‘The Treasury makes this distinction: 

“Where a traveling salesman operates 
on a commission basis or under a pur- 
chase and sales arrangement with a 
privilege to return at cost all unsold 
items, he will under the new regulations 
be deemed to have the same social secur- 
ity status as his salaried counterpart . . 
i.e. be covered. 

“On the other hand, where a distributor 
such as a general insurance agent oF 
insurance broker, has a sales organiza- 
tion of his own, or a substantial invest- 
ment in his own distributive enterprise, 
he will be considered an independent 
contractor under the new _ regulations 
despite his close afhliation with the or- 
ganization he represents.” 
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When you think of Damon, you think of 
Pythias ... when informed advertisers think of 
the $2 billion Oregon Market, they think of its 
sales-producing medium, THE OREGONIAN. 
For almost 100 years this great newspaper has 
held its position of influential leadership . . . 
and has nearly doubled its circulation in 

the past 10 years. Today, The Oregonian 

leads all newspapers by a wide margin in 
this growing market of 114 million people. 


FIRST 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC. 


IN CIRCULATION— 
DAILY AND SUNDAY 
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Market* 


the 


Oregonian 


PORTLAND, OREGON 


The Great Newspaper of the West 


The OREGON MARKET 
—All of Oregon and 
seven Southwestern 
Washington Counties 
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Before choosing any printing paper... 


ok at fuclenaty 


Meyer, Ditton & Walshon 


First in sports equipment 
since 1898 
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PRINTING PAPERS 


Look at Levelcoat... 
for brightness 


Should the product you picture in 
your new catalog sizzle? Should it 
sparkle with sales appeal? Then make 
it come alive—against the setting of 
lustrous Levelcoat* printing paper. 
Yes, Levelcoat papers are brilliant 
from the body fiber out —brighter be- 


cause they re whiter than ever! 


Look at Levelcoat... 
for smoothness 


Smooth as richest country cream, the 
flowed-on surface of Levelcoat is a tri- 
umph of precision manufacture. Test 
it. Print with it. Let the smoother 
surface of Levelcoat give you smooth- 
er, truer press impressions ream after 
ream, run after run, 


Look at Levelcoat... 


for printability 


Printers and advertisers alike depend 
on the printability of Levelcoat for 
the smooth, trouble-free production of 
uniformly beautiful work. Let this out- 
standing Levelcoat quality produce 
finer results for you, too. Give your 
printing the Levelcoat lift! 


Levelcoat* printing papers are made 
in these grades: Trufectt, Kimfectt, 
Multifectt and Rotofectt. 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
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GREAT NEW Lincoln-Mercury pla 
in Los Angeles. It begins operations early in 1948. Costing over 
612 millions, it will employ 1500 people . . 


oy 


BE 8 , 
nt of the Ford Motor Company 


. produce 200 cars a day. 
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469 millions of capital investment 
in industrial plants alone since 1940! 


GET THE FACTS ON LOS ANGELES... NOW AVAILABLE 


The Research Department of The 
Times has completed a compre- 
hensive survey of the Los 
Angeles market — studies of 

population trends, sales anal- 
yses, buying habits, routes, 
etc. These studies are outlined 
in the booklet “Los Angeles - 
City Without Limits.” Write to- 
day for your FREE copy. 
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AMERICA IS MOVING WEST ... TO STAY! Los Angeles 
County production proves it. Since 1940 a thousand 
basic industrial enterprises: here have called for:a 
capital investment of 469 millions in new plant facili- 
ties alone. Industrial payrolls have reached the stag- 
gering high of 439 millions a year. And the number 
of industrial workers now equals or exceeds that of 
Pittsburgh! You can reach America’s Third Largest 
Market through The Times. With its circulation up 
80% since 1941, it is now delivered to more homes 
than any other newspaper in the West. 


CIRCULATION—ABC Audit Report for twelve months ending March 31, 1947: Daily, 400,811; Sunday, 747,852 


LOS ANGELES TIMES 


REPRESENTED BY CRESMER & WOODWARD, INC. — NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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P oe ee Ambassador to S. Resigns, (ul Reds Vandenberg Arabs Killed in Haifa Blast; 
ye,” < 


Asks Military RQ PFE 
Aid for China BP * 


Symbols of Achievement 


1931 ...Winner 
1932... Honorable Mention 
1933... Honorable Mention 
1934.,.Winner 
1935...Honorable Mention 
1936... Winner 
1937... Honorable Mention 
1939... Winner 
1940... Honorable Mention 
1941, Ry - Winner 
OK 1942... Honorable. Weniion 
Honorable Mention. 
- Winner. RN aes 
: : Honorable Mention y 
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Readability Wins Again for 
The New York Herald Tribune! 


What is of first importance to any advertiser in any 
newspaper? Readership, of course. And the most 
important single contribution to thorough readership 
is READABILITY. 

Therefore it is no surprise that the Herald Tribune, 
long America’s easiest-to-read newspaper, is for the 
seventh time winner of the F. Wayland Ayer Cup 
Award “for typographical excellence, makeup and 
presswork”, This 1948 triumph places the Herald 
Tribune’s name on the 3rd Ayer Cup. Permanent pos- 
session of the Ist and 2nd Ayer Cups was achieved by 
winning 3 awards on each. No other paper has won 
the trophy permanently. Since 1931 the Herald Trib- 
une has won 7 annual firsts and 8 honorable mentions. 


Yow’re missing plenty if you don’t read 
and advertise in the 
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This established preéminence ...this consistent lead- 
ership in typography, editorial styling, balanced 
makeup and clearcut presswork...has built up enviable 
advertiser confidence based upon a formula which adds 


up to READABILITY. 


The versatility of Herald Tribune craftsmen is 
reflected in a skillful correlation between editorial 
purpose and graphic presentation. Attention-planned, 
each page combines news and features to interest more 
readers in its advertising! 


That is why Herald Tribune ads sell harder for you 
or your clients... why Herald Tribune READABILITY 


guarantees you more responsive readership! 


NEW <q YORK 


fee Tribune 


Herald ck 
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SIGNIFICANT TRENDS 


As seen by the editor of SALES MANAGEMENT for the fortnight ending April 15, 1948 


THE BUSINESS BAROMETER 


(This condensed review is prepared for passing on to 
your salesmen in bulletins or house organs.) 


The new income tax bill gives the wage earner class 
the biggest break percentage-wise. At the bottom level, 
the tax reduction is 12%4%, against 5% at the top. 
Furthermore, some 7,400,000 wage earners will be 
excused from Federal taxes altogether. 


Those families in the middle and upper income brackets 
who live outside of the few states where there are com- 
munity-property tax laws will have much more money 
to spend on luxury goods. Under the old law a married 
man with two children and an income of $6,000 (after 
deductions but before exemptions) paid a tax of $798; 
under the new bill which allows income-splitting he 
would pay $598 and the saving would almost buy a new 
refrigerator. . The same man if he made $10,000 
could buy a $500 television set with the saving. 


The most reliable prognosticators believe that the sum- 
mer months will bring further reductions in the cost of 
food, and so Mr. and Mrs. Consumer should have more 
money to play with from a combination of tax savings. 


If Congress votes more money for national defense, 
as urged by the Administration, the capital goods indus- 
tries will receive a shot in the arm—a shot which wasn’t 
needed particularly because the long-term outlook for 
capital goods industries is favorable anyway. A recent 
survey made by the magazine J/ill & Factory among 
manufacturing companies shows that 59% of them have 
a backlog of orders which would keep them in full pro- 
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BY CORPORATIONS 6.8 


IN THE U.S. 


IN BILLIONS — 
5.8 OF oa 


DOLLARS 


1929 35 ‘40 «(45 1947 
SOURCE: U.S. DEPARTMENT OF Commence FSTIMATE 
GRAPHIC BY PICK-S, @. ¥.s 
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duction from 1 to 6 months, while 20% have enough 
to keep in full production from 6 months to 1 year. 
he present backlog is smaller than that of a year ago, 
so +5 of the respondents stated. 37% find the backlog 
situation about the same while 18% report an increase. 


Terrible weather and a very early Easter have made 
many merchants pessimistic as they compare a week’s 
or a month’s sales this year with the same week or 
month of 1947. Such comparisons are relatively worth- 
less unless balanced by more sober comparisons of quar- 
ter with quarter, year with year. 


Subscribers to Kiplinger Washington Letter have been 
making, at his request, reports on the business conditions 
in small towns. A summary of the replies indicates that 
small town business isn’t “bad” and generally is pretty 
good. But, to almost no one’s surprise, it is currently less 
good than it was. The slide-off is attributed to high 
prices. During most of 1947 prices went up faster than 
earnings. That upward trend now has been checked, 
temporarily at least, and the new tax law will be equival- 
ent to a boost in income for everyone. 


But the man who says without qualification that busi- 
ness is going to. be very bad or the one who says that it 
is going to be very good, is talking through his hat. 
No one knows—for sure. We can only add up the good 
and the bad items and try to strike a balance. Even a 
firm like J. P. Morgan, Inc., with pipe lines of informa- 
tion going out all over the world, refuses to make any 
flat prediction. In their current annual report about their 
own business appears this fascinating paragraph: “During 
the first two months of 1948 net operating earnings were 
in excess of those of the first two months of 1947. ‘This 
trend may or may not continue.” That last sentence 
set a new high record for saying absolutely nothing. 


BACK TO THE GRASS ROOTS 


According to a special study by The Wall Street Jour- 
nal, new factories are sprouting fast in small cities 
throughout the West and the South. More than half 
the new plants built since the war are in cities with 
populations under 100,000. In Tennessee for instance, 
nearly %4 of the new plants put up last year were in 
little towns having less than 5,000 population. The 
reason? An International Harvester official says, “The 
man in the small town who owns a home with a green 
lawn around it is almost always a better worker than 
one who lives in a city slum where his kids have to play 
in the street and breathe soot instead of fresh air.” 


Another reason is that with greater mechanization of 
farms, fewer farm workers are required. More and 
more farm folks are drifting to neighboring villages and 
cities where they become available for factory work. 


The remaining farmers till more land, make more 
money. Never in history were they as prosperous as 


today. Their prosperity is reflected in the specialized 
tnagazines they read. Remember ’way back when people 
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and government were concerned about the plight of the 
farmer, and when farm papers were so skinny you could 
blow them off the desk with just a slight puff? The 
farmer and his magazines are certainly different today. 
I just finished going through the April issue of Farm 
Journal: 198 pages plus cover with 67 ads in color. I 
haven’t compared it with its competitors. I do know that 
all of them are getting a lot of well-deserved business 
and that they would have even more if every advertiser 
matched his expenditures against his real potentials. 


The decentralization of industry is most apparent in 
the West and South. According to statistics gathered 
by the Commonwealth Edison organization in Chicago, 
towns and cities with under 100,000 population collected 
55% of the 2,038 plants built from the war’s end to 
last October. A greater number of plants have been 
located in California since the war than in any other 
state. Illinois ranks second and Pennsylvania and Texas 
are tied for third position. Not all of the plants, by any 
means, are going into small cities. Houston, Texas, is 
reported to be the fastest growing industrial area in the 
Nation. The Commonwealth Edison figures show that 
since the war, $106 has been invested in industry in 
this ‘Texas city for every person living there. 


ATTITUDE AND GUTS 


At the recent Southeastern Sales Executives Conference 
in Atlanta, Dave Osborne, Training Director of the 
Studebaker Corporation, gave a splendid talk on “Main- 
taining Enthusiasm of Salesmen.” Since the meeting a 
number of sales executives who were fortunate enough 
to get copies of his speech have sent in comments and 
Dave very thoughtfully passed some of these on to me. 


One remark went about like this: ““A better idea about 
what it takes to build and control morale is one of the 
dividends that a lot of us sales managers had a chance 
to get from our experience in the Army and Navy. As 
one of the officer-training textbooks put it, “The spirit 
of the attack counts even more than the ammunition.’ ” 


NEW ONE-FAMILY HOMES 


BEGUN DURING THE YEAR IN NONFARM AREAS 
oO — 


AVER. AVER. AVER. 
1921-'30 ‘31-40 1941 *42-'45 1946 pad 
SOURCE: U. S. DEPARTMENT OF LABOR 
GRAPHIC BY PICK-S.m. .d 
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“I don’t know much about the military,” said anothe 
member of the group, “but I know that attitude ang 
guts make up a hell of a lot of the difference between lug 
and ‘conquest’ in poker ; and all of us know that one of th 
most important, and unpredictable, ingredients in bys. 
ness competition is the enthusiasm and fighting spirit ¢ 
members of the sales force. Control of this factor is op 
of every sales manager’s biggest problems.”’ 


Still another said, in effect: ‘‘We sales managers haj 
better do some thinking about the higher education leyek 
of the new salesmen we are now employing. The bette 
educated a man is, the more critical he is of his working 
conditions and management. The days when ‘blind ob. 
dience’ was supposed to be a necessary part of discipline 
are gone. Every employer needs to have a better idea o! 
what his employes are thinking about—and how they » 
about their thinking. And that goes double for sals 
managers.” 


SIGNIFICANT SHORTS 


Solicitors become salesmen: Many of our rail 
roads have enlarged their sales departments and are ag. 
gressively seeking business. Erie, for example, used to have 
men called “solicitors.” Now they are called salesmen 
and are given intensive training. One railroad official 
makes the comment, “Traffic solicitors used to call on 
shippers with a pocket full of cigars to pass around. The 
did little talking about the road’s service and depended 
on ‘good-will’ to bring in the business. Now they've got 
to be armed with information and plenty of selling 
knowledge to show the road’s ability to do a better, 
quicker, more satisfactory job of moving freight.” 


Mimeograph goes generic: “The mimeograph ha 
now gone the way of cellophane, aspirin, shredded wheat 
and other. brand names which became part of the lan- 
guage through general public use. The A. B. Dick Con- 
pany, Chicago, inventors of the stencil duplicator and 
pioneers of the duplicating process under the trade-mark 
‘\limeograph,” has now relinquished the exclusive right 
to that name. Their machine will henceforth be known 
as the “A. B. Dick Mimeograph.” 


A good long-range forecast: ‘The April issue 0 
Harper's has a worthwhile forecast of things to come in 
an article by C. Hartley Grattan: “Good Times Car 
Come—the Prospects for the Nineteen-Fifties.” 


The meaning of profits: If you have difficulty i 
justifying your profits, you might ask Paul Garrett 
Vice-President, General Motors Corp., Broadway ané 
57th St., New York City, for a copy of “Memorandum 
on General Motors Profits.” This was prepared orig 
inally for their own organizational use, but copies alt 
available for others who are interested in the subject. 


Gobbledegook language: Lowell B. Mason, fre 
quently dissenting member of the Federal Trade Con 
mission, tells his fellow members that their languagt 
is much too legalistic, their approach toward advertisint 
over-meticulous. “We in Government want to protec 
ourselves from being misunderstood. Hence, all th 
whereases and provisos and qualifying clauses which 
lead to the safe but utter confusion known as gobblede 
gook.” ... He predicted that the time might come wher. 
in order to play safe with the FTC, a cosmetic compat! 
will “tell the scullery maid that she will always look like 
a dope even if she uses their lotion.” 


PHILIP SALISBURY 
Editor 
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With power-packed advertising and sell- 
ing, Hartford dealers in two weeks 
chalked up a 250% increase in sales as 
compared with the control city of Provi- 
dence. The campaign was sponsored by 


the Radio Manufacturers Association. 


Strong Local Promotion Zooms 


Radio Sales in Hartford Test 


How can individual radio dealers 
increase their sales? Can improved 
merchandising techniques and a new 
sling approach help the radio dealer 
sell more sets? 


These questions are answered in 
the results of the Radio Manufac- 
turers Association “Test Saturation” 
campaign in the Hartford, Conn., 
trading area from February 23 to 


March 6. 


_ The test was the first of its kind 
in the billion-dollar radio industry, 
and the verdict of leaders in the in- 
dustry is that it is the most success- 
tul Promotion in its history. ‘The 
inal record of the campaign com- 
puted from data submitted by 108 
dealers from two cities—Hartford 
Where the campaign was undertaken 
and Providence where no special pro- 
motion took place—showed Hartford 
dealers outsold Providence dealers 
more than two and a half to one. 

he score was 2,505 sales for Hart- 
ford, 979 for Providence. 

“This is not only an outstanding 
Tecord, but it is also interesting to 
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note that results showed that there 
was a corresponding increase in the 
unit sale of radio-phonograph combi- 
nations. It has opened new vistas 
to radio merchandising,” says Stan- 
ley H. Manson, chairman of the 
Advertising Committee of the RMA. 

“Furthermore, the importance of 
this campaign does not stop with the 
sales record. It provides proof that 
there is a new market for radios 
which still remains to be tapped,” 
Mr. Manson points out. 

“The significance of this campaign 
is best indicated by the dealers them- 
selves who say that the campaign not 
only improved their sales records dur- 
ing the test period, but also gave 
them new sales techniques ‘which 
could be used to increase their busi- 
ness the year ’round. 

“The record set during the cam- 
paign, together with the unqualified 
endorsement of methods used, estab- 
lishes a firm foundation of fact on 
which the radio industry can move 


boldly in 
markets 
markets until recently have existed 
in theory. The Hartford Test Cam- 


developing ex- 
for radios. ‘These 


forward 


panded 


paign has proved them obtainable 
with the latest sales techniques.” 

RMA, on a national scale, had 
been using with great success the 
double-barreled theme “A Radio for 
Every Room—a Radio for Every- 
one.” The basic idea was essentially 
personalized selling. Mother has her 
own table model radio in the kitchen; 
Sis, a combination set in her room; 
Johnny, a portable in the rumpus 
room; Dad, a car or chair-side radio 
—and of course, the family radio is 
the console in the living room. 

Using this theme, the radio dealer 
could make multiple sales. It pro- 
vided a method of expanding a mar- 
ket which might soon present a prob- 
lem, since 93% of all homes in 
America own one radio. 

With this in mind, RMA asked 
their public relations and merchandis- 
ing counsellors, the Fred Eldean 
Organization, to test the new selling 
approach at the local level in one city. 
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From a test of this kind, it was be- 
lieved, a successful pattern could be 
made available for other communities 
or individual dealers to follow and 
thereby increase their sales. 


Hartford was selected as the most 
typical city for a two-week test. Pro- 
vidence, R.I., was chosen as the con- 
trol city, because weather conditions, 
trading area and population in the 
two cities are almost identical. It 
was arranged that during the two- 
week test period in Hartford there 
would be no special activities planned 
for Providence. In that city it would 
be “business as usual.” 

In order to make the test as rigor- 
ous as possible, the date selected was 
February 23 to March 6. During 
this time each year radio sales usually 
are at lowest ebb. 

How were the plans laid to make 
the test as successful as possible? 
All steps leading up to the test pe- 
riod were carefully planned. Taking 
them one by one: 

On January 12 William Macke, 
chairman of the Radio-In-Every- 
Room Committee for RALA, and ad- 
vertising director of Zenith Radio 
Corp.; RCA’s Herbert Guenin; 
William B. McGill, Westinghouse 
Radio Stations, Inc.; Robert Flanna- 
gan, Motorola, Inc., and members 
of his committee, and members of 
the Eldean Organization met for 
luncheon with 40 distributors at 
Hartford's Hotel Bond. 

Mr. Macke explained the nature 
of the test campaign. Miss Melva 
Chesrown, of Eldean, reviewed the 
activities of RNIA, showing a slide 
film, ‘“‘Let’s Get Personal,” which 
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RADIOS designed for 
every room in the home 
made up this window dis- 
play for Tuckel’s Electric 


Appliance store, Hartford. 


dramatized the sales potential in the 
new selling approach. After that the 
meeting was thrown open for discus- 
sion. The distributors endorsed the 
personalized approach and promised 
their support to the Hartford test. 


Donald Cohon, Zenith distributor, 
appointed chairman of a General 
Planning Committee, immediately 


called a committee meeting during 
which these decisions were reached: 

I. Area for the test 
Hartford, West Hartford, East 
Hartford, New Britain, Windsor. 
Manchester, Wethersfield, Rocky 
Hill. 

Il. There would be a series of 
meetings to solicit cooperation of in- 
terested segments of the industry. 
The plans called for: 


campaign: 


(1) A breakfast meeting January 
26 for all participating distributors 
and their salesmen. Since distribu- 
tors’ salesmen have the closest con- 
tact with retailers, it was considered 
important to present the personalized 
selling approach to them, that they 
in turn could urge dealers to be on 
hand at the dealer meeting. 

Long speeches were avoided at this 
meeting. Instead, a skit, “The Strife 
of Reilly,” with local players, pro- 
vided the necessary stimulus at this 
level. Salesmen were convinced that 
sales could be improved with the new 
technique and offered their active 
support in building up attendance at 
the dealer meeting. 

(2) January 27 was the date se- 
lected for a retail committee lunch- 
eon. The object of this meeting was 
to obtain the support of the leading 
radio dealers. The most important 


retailer in each type of store selling 
radios was chosen to receive an inyi- 
tation. This meant that an outstand- 
ing department store radio buyer, a 
successful furniture store representa- 
tive, jewelry dealer, music dealer, q 
very large and a very small appli- 
ance dealer were to be present. 

The retail committee responded 
not only by endorsing the idea, but 
also by appointing their leading radio 
buyer, George Tamaccio, G. Fox & 
Co. department store, as chairman 
of a committee on which they all 
would serve. S. Nassau, president of 
the Hartford Furniture Association, 
invited Miss Chesrown to speak at 
a board of directors luncheon. 


(3) January 28 was put down 
for a radio and press luncheon. This 
included the top executives of the 
local radio _ stations WCCC, 
WONS, WTHT, WTIC, WKNB, 
WDRC—and local newspapers— 
The Hartford Courant, The Hart- 
ford Times, New Britain Herald, 


Manchester //erald—and a _ repre- 
sentative from Retailing. Those 
present were asked to cooperate, 


specifically, in not mentioning the 
word “test” in connection with the 
campaign because, obviously, if the 
public knew that their reactions were 
to be tested, it would no longer bea 
test. However, they were promised 
all news releases on the progress of 
the campaign which would be called 
“The Spring Radio Showing.” 


(4) February 3, two weeks before 
the opening of the campaign, was 
selected as the date for the dealer 
meeting. An invitation to attend this 
dealer meeting was sent out January 
27 to all dealers in the community. 
Enclosed in the letter was a return 
postcard to indicate acceptances. 

During the entire period the El- 
dean Organization had _ representa: 
tives in Hartford. Prior to the meet- 
ing they talked with each retailer 
personally and impressed upon him 
that by attending the Hartford deal- 
er meeting, he would learn of new 
selling methods which would help 
him to sell more radio sets. Incr 
dentally, top-flight dealers in the 
community had warned that because 
local radio retailers were not aggres 
sive and had never before met 1 
general meeting, not more than 100 
could be expected at the most. hes 
were mistaken. As it turned out 
387 dealers, the largest gathering 
of radio retailers in the history o 
Hartford, met February 2 at Hotel 
Bond—and gave enthusiastic suppot 
to the test campaign. 

All details had been 
planned in advance. The Mayor 
Hartford was there to greet the deal- 
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(With two weeks of 


intensive promotion ) 


Here's the Pay-Off 


HARTFORD 


PROVIDENCE 


(Same two weeks, but 


no special promotion ) 


Number of stores reporting.......... 108 108 
Total sales reported (No.) ....... 2.505 979 
Sales (No.) first week ........... 1,102 502 
Sales (No.) second week ......... 1,403 477 
Average sales per store during campaign 23.19 9.06 
Consoles sold during campaign .... 344 219 
Other sets sold during campaign ... 2.161 760 
Stores reporting no sales during 

ee ee + 14 


ers. Representatives from the local 
newspapers, together with photogra- 
phers, covered the meeting. Lee 
Pettit, representing the RAIA Radio- 
In-Every-Room Committee, pointed 
out that the test would demonstrate 
the active interest and effective help 
which'it was the aim of radio manu- 
facturers to give to radio dealers. 

As tangible evidence of this sup- 
port, all dealers were given kits 
which included : 

1. Two streamers dramatizing the 
Radio-In-Every-Room, Radio for 
Everyone theme for window displays. 
cards 
artwork, 


2. Two counter 
same theme and 
window displays. 


with the 
also for 


3. Salesmen’s leaflet, titled 


"What’s In It For Me2” 


+. Questionnaires to be filled in 
by customers—these to provide a 
prospect list. 

5. A chart to enable the buyer 
to record sales during the test period. 

The dealer meeting had been a 
success, but........ there would be 
a lapse of two weeks between that 
tme and February 23 when the test 
campaign was scheduled to begin. To 
woid loss of enthusiasm, these steps 
Were taken: 

A series of promotional pieces 
teached dealers every few days. 
_ During all this time plans for pub- 
ity were carefully laid: 
_Newspapers—A 1,000-word inte- 
Nor decorations article was sched- 
uled to break in the Sunday magazine 
4 The Hartford Courant February 


~~ 


1. A women’s page feature article 
Was scheduled to break during the 
“cond week of the campaign in The 

artford Times. 


APRIL 15, 1948 


BROADCASTING STATIONS—AII sta- 
tions in the Hartford area received 
individual 15-30-and 50-second spot 
announcements for use during the 
two-week test period. Special pro- 
grams were planned and 12 scripts 
supplied for half-hour shows. 

Then came Sunday, February 22, 
the day the Hartford Spring Radio 
Showing was scheduled to break, al- 
though actually there would be no 
selling until February 24, since Mon- 
day was a holiday. 


When Mr. & Mrs. Hartford 
awoke that Sunday morning, they 


read about the Hartford Spring Ra- 
dio Showing in the local newspapers, 
heard about it on the air, saw it dra- 
matized in store windows. 


LEST THEY FORGET... 
the Henry Moran & Sons 
furniture store placed new 
portable radios throughout 
the luggage department. 


And during the two-week test: 


Wixvow DispLays—Almost ever 
store in Hartford had interpreted the 
twin theme and used it in window 
displays. Large stores used lavish 
displays. G. Fox had a three-foot 
doll’s house with streamers from each 
room to an actual radio for that spot 
in the home. Mloran’s Furniture 
Store had a 12-foot blowup of the 
R\IA poster to greet motorists as 
they entered New Britain. Smaller 
stores utilized the posters and stream- 
ers in effective and varied ways. 

ADVERTISING—During the two- 
week period almost all advertisements 
were keyed to the personal possession 
theme. 

Interesting is the fact that the 
RAIA spent no money on newspaper 
or radio advertising. All retailers 
paid for their own advertising. All 
six local radio stations cooperated in 
programming to bring in the decora- 
tive features of the new designs in 
radio sets. Local newspapers coop- 
erated in running full-page, illus- 
trated articles 

The results? 

Hartford made 2% times as many 
sales as Providence during the same 
period. The test showed conclusively 
that with a new selling approach 
dealers could sell more radio sets. 
Dealers in the Hartford area are not 
only pleased with the results, but 
they point out that what pleased 


them most is the fact that they now 
have an idea which can improve their 
businesses not only for two weeks, 
but tor 52 weeks of the year. 
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From a test of this kind, it was be- 
lieved, a successful pattern could be 
made available for other communities 
or individual dealers to follow and 
thereby increase their sales. 


Hartford was selected as the most 
typical city for a two-week test. Pro- 
vidence, R.I., was chosen as the con- 
trol city, because weather conditions, 
trading area and population in the 
two cities are almost identical. It 
was arranged that during the two- 
week test period in Hartford there 
would be no special activities planned 
for Providence. In that city it would 
be “business as usual.” 

In order to make the test as rigor- 
ous as possible, the date selected was 
February 23 to March 6. During 
this time each year radio sales usually 
are at lowest ebb. 

How were the plans laid to make 
the test as successful as possible? 
All steps leading up to the test pe- 
riod were carefully planned. ‘Taking 
them one by one: 

On January 12 William Macke, 
chairman of the Radio-In-Every- 
Room Committee for RMIA, and ad- 


vertising director of Zenith Radio 
Corp.; RCA’s Herbert Guenin; 


William B. McGill, Westinghouse 
Radio Stations, Inc.; Robert Flanna- 
gan, Motorola, Inc., and members 
of his committee, and members of 
the Eldean Organization met for 
luncheon with 40 distributors at 
Hartford’s Hotel Bond. 

Mr. Macke explained the nature 
of the test campaign. Miss Melva 
Chesrown, of Eldean, reviewed the 
activities of RMA, showing a slide 
film, ‘“‘Let’s Get Personal,” which 
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RADIOS designed for 
every room in the home 
made up this window dis- 
play for Tuckel's Electric 
Appliance store, Hartford. 


dramatized the sales potential in the 
new selling approach. After that the 
meeting was thrown open for discus- 
sion. The distributors endorsed the 
personalized approach and promised 
their support to the Hartford test. 


Donald Cohon, Zenith distributor, 
appointed chairman of a General 
Planning Committee, immediately 


called a committee meeting during 
which these decisions were reached: 


I. Area for the test campaign: 


Hartford, West Hartford, East 
Hartford, New Britain, Windsor. 
Manchester, Wethersfield, Rocky 
Hill. 


II]. There would be a series of 
meetings to solicit cooperation of in- 
terested segments of the industry. 
The plans called for: 


(1) A breakfast meeting January 
26 for all participating distributors 
and their salesmen. Since distribu- 
tors’ salesmen have the closest con- 
tact with retailers, it was considered 
important to present the personalized 
selling approach to them, that they 
in turn could urge dealers to be on 
hand at the dealer meeting. 

Long speeches were avoided at this 
meeting. Instead, a skit, “The Strife 
of Reilly,” with local players, pro- 
vided the necessary stimulus at this 
level. Salesmen were convinced that 
sales could be improved with the new 
technique and offered their active 
support in building up attendance at 
the dealer meeting. 

(2) January 27 was the date se- 
lected for a retail committee lunch- 
eon. The object of this meeting was 
to obtain the support of the leading 
radio dealers. ‘The most important 


retailer in each type of store selling 
radios was chosen to receive an inyj. 
tation. ‘his meant that an outstand. 
ing department store radio buyer, , 
successful furniture store representa. 
tive, jewelry dealer, music dealer, , 
very large and a very small appli. 
ance dealer were to be present. 

The retail committee responded 
not only by endorsing the idea, but 
also by appointing their leading radio 
buyer, George Tamaccio, G. Fox & 
Co. department store, as chairman 
of a committee on which they all 
would serve. S. Nassau, president of 
the Hartford Furniture Association, 
invited Miss Chesrown to speak at 
a board of directors luncheon. 


(3) January 28 was put down 
for a radio and press luncheon. This 
included the top executives of the 
local radio stations — WCCC, 
WONS, WTHT, WTIC, WKNB. 
WDRC—and local newspapers— 
The lHlartford Courant, The Hart- 
ford Times, New Britain Herald, 


Manchester //erald—and a_repre- 
sentative from Retailing. Those 
present were asked to _ cooperate, 


specifically, in not mentioning the 
word “test” in connection with the 
campaign because, obviously, if the 
public knew that their reactions were 
to be tested, it would no longer be a 
test. However, they were promised 
all news releases on the progress of 
the campaign which would be called 
“The Spring Radio Showing.” 


(4) February 3, two weeks before 
the opening of the campaign, was 
selected as the date for the dealer 
meeting. An invitation to attend this 
dealer meeting was sent out January 
27 to all dealers in the community. 
Enclosed in the letter was a return 
postcard to indicate acceptances. 

During the entire period the El 
dean Organization had_ representa- 
tives in Hartford. Prior to the meet- 
ing they talked with each retailer 
personally and impressed upon him 
that by attending the Hartford deal- 
er meeting. he would learn of new 
selling methods which would help 
him to sell more radio sets. Incr 
dentally, top-flight dealers in the 
community had warned that because 
local radio retailers were not aggeres 
sive and had never before met 1? 
general meeting, not more than 100 
could be expected at the most. hey 
were mistaken. As it turned out, 
387 dealers, the largest gathering 
of radio retailers in the historv o 
Hartford, met February 2 at Hotel 
Bond—and gave enthusiastic support 
to the test campaign. 

All details had been carefully 
planned in advance. The Mayor 
Hartford was there to greet the deal- 
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Total sales reported ( No.) 
Sales (No.) first week 


Sales (No.) second week 


Consoles sold during campaign 


Stores reporting no sales during 


campaign 


Here's the Pay-Off 


HARTFORD 
(With two weeks of 
intensive promotion ) 
Number of stores reporting........ 
Average sales per store during campaign 


Other sets sold during campaign ... 


PROVIDENCE 


(Same two weeks, but 


no special promotion ) 


108 108 
2.505 979 
1,102 502 
1.403 +77 

23.19 9.06 

344 219 

2.161 760 
+ 14 


ers. Representatives from the local 
newspapers, together with photogra- 
phers, covered the meeting. Lee 
Pettit, representing the RMIA Radio- 
In-Every-Room Committee, pointed 
out that the test would demonstrate 
the active interest and effective help 
which'it was the aim of radio manu- 
facturers to give to radio dealers. 

As tangible evidence of this sup- 
port, all dealers were given kits 
which included: 

1. Two streamers dramatizing the 
Radio-In-Every-Room, Radio for 


Everyone theme for window displays. 


with the 
also for 


cards 
artwork, 


2. Two counter 
same theme and 
window displays. 


? 


3. Salesmen’s leaflet, 
What’s In It For Me?” 
+. Questionnaires to be filled in 

by customers—these to 

prospect list. 


titled 


provide a 


5. A chart to enable the buyer 
to record sales during the test period. 

Che dealer meeting had been a 
success, but........ there would be 
a lapse of two weeks between that 
time and February 23 when the test 
campaign was scheduled to begin. To 
avoid loss of enthusiasm, these steps 
were taken: 

A series of promotional _ pieces 
reached dealers every few days. 
During all this time plans for pub- 
icity were carefully laid: 
_NEwspApers—A 1,000-word inte- 
rior decorations article was sched- 
uled to break in the Sunday magazine 
el The Hartford Courant February 


1. A women’s page feature article 


Was scheduled to break during the 
second week of the campaign in The 
Hartford Times. 


APRIL 15, 1948 


BROADCASTING STATIONS—AII sta- 
tions in the Hartford area received 
individual 15-30-and 50-second spot 
announcements for use during the 
two-week test period. Special pro- 
grams were planned and 12 scripts 
supplied for half-hour shows. 

Then came Sunday, February 22, 
the day the Hartford Spring Radio 
Showing was scheduled to break, al- 
though actually there would be no 
selling until February 24, since Mon- 
day was a holiday. 


When Mr. & Mrs. Hartford 
awoke that Sunday morning, they 


read about the Hartford Spring Ra- 
dio Showing in the local newspapers, 
heard about it on the air, saw it dra- 
matized in store windows. 


LEST THEY FORGET... 
the Henry Moran & Sons 
furniture store placed new 
portable radios throughout 


the luggage department. 


And during the two-week test: 


Winxvow DispLays—Almost every 
store in Hartford had interpreted the 
twin theme and used it in window 
displays. Large stores used lavish 
displays. G. Fox had a three-foot 
doll’s house with streamers from each 
room to an actual radio for that spot 
in the home. Mloran’s Furniture 
Store had a 12-foot blowup of the 
RAIA poster to greet motorists as 
they entered New Britain. Smaller 
stores utilized the posters and stream- 
ers in effective and varied ways. 

ADVERTISING—During the two- 
week period almost all advertisements 
were keyed to the personal possession 
theme. 

Interesting is the fact that the 
RAIA spent no money on newspaper 
or radio advertising. All retailers 
paid for their own advertising. All 
six local radio stations cooperated in 
programming to bring in the decora- 
tive features of the new designs in 
radio sets. Local newspapers coop- 
erated in running full-page, illus- 
trated articles 

The results? 

Hartford made 2% times as many 
sales as Providence during the same 
period. The test showed conclusively 
that with a new selling approach 
dealers could sell more radio sets. 
Dealers in the Hartford area are not 
only pleased with the results, but 
they point out that what pleased 
them most is the fact that they now 
have an idea which can improve their 
businesses not only for two weeks, 
but for 52 weeks of the year. 


Me 


aaninuniqytittt! 


OIL ON TROUBLED WATERS... 


is the specialty of big, greying 


Earl O. Shreve, who began his career as a telegraph 
operator on the Chicago, Milwaukee & St. Paul Railroad 
and rose to the vice-presidency 

(in charge of sales) of General Electric and 

president of U. S. Chamber of Commerce. 

Long a selfless resolver of conflicts, and divided interests, 
into common industry objectives, 

his leadership has won him the 1947 James H. McGraw 
Award Manufacturer’s Medal. 

Earl Shreve came out of Iowa State College, '04, entered 
G.E.’s “Test” and landed a job 

in the Supply Department. “Iwo years later 

he was on-the-road, selling. He’s never worked tor anyone ¢ 
save for those college vacation summers when he 

learned the Morse Code. 

He’s commanded all the G.E. sales posts of first magnitude 
in his day. But he’s found time 

to heed the “Get Shreve” cry when trouble 

broke out in his industry. 

Few will forget his work as president of 

National Electrical Manufacturers Association. Few 

ever meet him without becoming his friend. But he can be: 


stern as the next one when the occasion needs it. 


They're in the News 


By Harry Woodward, Jr. 


NO LAUGHING MATTER... 


but good for a thousand 


satisfied smiles from Nu-Enamel’s (see p. 130) 

new prexy, A. F. Bredshall, is that advertising budget he’s 
holding. It’s the biggest in his company’s history. 

So are his sales plans. 

‘They'll cover as much ground as the paint they're selling. 
When “Brad” Bredshall took over 

last month, he began spreading Nu-Enamel 

with a new brush, 

marked his runways clearly. First he picked four 

new regional sales managers to stir up the 60 major 
distributors and the 7,600 dealers. ‘Then he mixed 

a protective coat of sales meetings 

for all important trading areas, with special training 
films—in color, naturally— 

to point them up. He’s waited this chance 

And if Nu-Enamel doesn’t triple 

the number of dealers this year it won't be 


because Brad was fussy about spitting on his hands. 


Sts, 
raw 


red 
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FOOT-LOOSE & FINGER-FREE ... 
This is Merry Hull, 


who sometimes takes time off from 


this is not Rosie the Riveter. 
making fashion history to make a form 

for the manufacture of gloves. 

Ten years ago she shook the glove industry with the first 
basic pattern change in 104 years—the Finger Free 
Glove. This Spring 

she dropped a second blockbuster with 

a new, completely different wardrobe of clothes 

for little boys. 

Merry blew her top when she tried to 

find attractive, practical clothes for her own young ‘un, 
Jon Christopher. She worked her mad off 

by designing a line which 

grows with the boy and which can be worn by a lad 

of two or five by adjusting a strap! 

To produce her things she formed her own corporation, 
Merry Hull, Inc. Jon Christopher acts as her 


guinea pig of course. 


Guy Gillette 
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AND IN THE A.M.—COFFEE .. . 
WNEW’s Ira M. Herbert bosses one of radio’s most 


productive sales staffs. 
Last year it had a $2,500,000 
billing . 


air-conditioned, gallery-hung modern 


. But Ira doesn’t sit back in his 


office and blow smoke 

rings. Nor does he relax 

simply because his station—he’s the sales v.-p. — 
copped Variety's award for How To Run A 
Radio Station. He knows that the terrific 

sales volume he achieved 

provided the money for the kind of experimenting 
which got the prize for WNEW. 
He believes in the communal touch. 
he holds a kaffee-klatch 


with the sales force and department heads. 


Every morning 


‘Together they thresh out overlapping problems 
And Herbert, who’s sold all media in his 25 
sales years, decries 

sales managers who never sell. 


4) 


Maytag, Behind on Deliveries, Finds 


Rental Plan Saves Many a Sale 


Based on an interview with VERNE R. MARTIN, 
General Sales Manager, The Maytag Co. 


The idea: Make it possible for the impatient housewife 
to use a Maytag for half a day once every two weeks, while 
she waits for the machine on order. Washers are allotted 
to dealers on the basis of number of orders on the books. 


lf you don’t think Maytag is an 
old, old name in the washing machine 
industry—ask your grandmother. But 
old alone can mean very little in 
the merchandising of a product, no 
matter how well known or how 
highly regarded, unless management 
thinks back considers cause and effect, 
and works out new plans for licking 


old problems. 


Two-Step Program 


Maytag executives never forgot 
what happened after World War I 
and so, following World War II, 
they came up with a program that 
has saved hundreds of thousands of 
sales. It now seems very simple and 

In reality the program, now 
bearing an abundance of fruit, was 
built around two steps: 

|. Maytag, during the wai 
and the years immediately follow- 
ing, invested more than $2,000,000 
in advertising to talk directly to 
housewives. So huge a backlog of 
orders piled in that both dealers and 
company were swamped. This gave 
birth to what is known as the ‘“May- 
tag Priority Plan.” This is simply 
the allotment of machines to dealers 
on the basis of orders on the books. 
‘That meant fairness as it rewarded 
the energetic ; gave the edge to the 
yo-getters. 

2. Next came Mlaytag’s ‘Sales 
Saving Rental Plan,”’ a device that 
has satisfied the urgent needs of many 
thousands of housewives and has kept 
an untold number of sales from fall- 
ing into the laps of competitors. 

“We had witnessed a similar con- 
dition following the first World War 
and felt certain that history would 
repeat itself,” says Verne R. Martin. 
general sales manager of The Mav- 
tag Co. “We decided as long as 18 
months ago that something specific 
should be done by the company and 
\Mavtag dealers evervwhere to hold 
additional and future business that 


logical. 


years 
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could be had if we were on our toes. 
The result was that a step-by-step 
program was tailored to convince 
dealers of the necessity of obtaining 
every possible commitment and then 
doing everything humanly possible to 
hold those sales until delivery could 
be made.” 

The Maytag Priority Agreement 
Plan in essence was this: Under the 
plan dealers were provided with a 
priority certificate which assigned a 
priority number to the customer and 
was secured by a “good faith” de- 
posit. The amount of the good faith 
deposit varied with — individual 
cases, but the usual amount was $10. 
Although the priority plan was no 
guarantee that the order was secure, 
it did offer several advantages. 

In explaining the advantages and 
operation of the plan, Mr. Martin 
points out that it gave the customer 


confidence that his order for a new 
Maytag washer would be treated 
fairly and that delivery would be 
made as soon as possible and in ac- 
cordance with his priority number, 
If the customer desired the refund 
of his good faith deposit, it gave the 
dealer a second opportunity to ex- 
plain the features of the Maytag 
washer and sell the customer again 
that a Maytag is worth waiting for. 

The priority deposit, while mod- 
est, was sufficiently large so that if 
the customer purchased a washer else- 
where he would come to the dealer’s 
store and reclaim his money and the 
dealer would, at all times, know ex- 
actly his position relative to his back- 
log of bona fide orders. The value of 
such checks worked out in this man- 
ner: 

Many dealers with long lists of 
names on their books had been lulled 
into a false sense of security by the 
belief that “names” represented final 
sales, only to be rudely awakened to 
find that their lists of names had 
melted rapidly with more abundant 
supply of consumer goods. 

Regardless of the customer’s desire 
or preference, many housewives had 


BEHIND THE 8-BALL: Verne R. Martin, Maytag's general sales manager, 
knows that pride in an old brand name is no substitute for sales effort. 
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such urgent and immediate need for 
4 washer—any washer—that they 
were unwilling to wait several 
months for the delivery of a Maytag 
they had ordered. Maytag dealers, 
with deliveries far behind orders, 
quite naturally began to grow dis- 
heartened when they saw _ business 
going to rival dealers who could de- 
liver other brands. 

Something immediate had to be 
done to save those orders on the books. 
The result is a plan by which house- 
wives who had ordered Maytags and 
whose names are on the priority list 
can get a washing machine for a 
few hours every other week. Here 
is the plan: 


Quota for Rental Use 


A predetermined number of wash- 
ers, depending on the size of the 
town, are diverted by the dealer from 
his regular allocation to be used as 
rental washers. The number set aside 
may be affected, too, by the size of 
the trading area around the city and 
the volume of the dealer’s backlog 
of actual and potential orders. 

Assuming that the dealer diverts 
five washers to the rental plan: In- 
stead of delivering these five washers 
to their final owners and thus satis- 
fying only five customers, he makes 
arrangements to rent each Maytag 
to customers who are finding it diff- 
cult to wait longer for delivery. The 
dealer rents the washer for a_ half 
day to each customer and makes a 
small pick-up and delivery charge. 
The customer is scheduled to use the 
washer one-half day every two weeks 
and the maximum charge will aver- 
age only about $1 a week. 

The idea is that each new May- 
tag used this way can solve the laun- 
dry problem of two families each day. 
By working on a schedule of five 
days a week each Maytag solves the 
problem of 10 families a week, or 
2() families under the two-week ro- 
tation schedule. Thus, if five wash- 
ers are diverted by the dealer to 
the Sales Saving Rental Plan they 
will take care of 100 customers and, 
at least in theory, will save 100 sales. 
Maytag executives also make a sug- 
gestion to dealers aimed at getting 
demonstrations before new  house- 
wives to build up more _ prospects. 
It works in this manner: 

“When you deliver a washer un- 
der this plan, tell the housewife that 
she may invite in her relatives or any 
of her neighbors and let them use 
the washer on any of her unused 
time. This should familiarize more 
women with the Maytag and can get 
you new prospects and new orders. 

rge housewives to adopt this prac- 
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WE CAN SOLVE 


YOUR WASHING PROBLEM 


IMMEDIATELY! 


GENUINE (Mayl@q WASHERS 
AVAILABLE FOR YOUR USE 


IN YOUR OWN HOME! 


Here’s the solution to your washing 
problem! While we can’t promise you im- 
mediate delivery of a new Maytag... 
the dependable washer that gets clothes 
cleaner, faster . . . we can furnish you a 
genuine Maytag to use while you're wait- 
ing! We bring it to your home for one 
half-day every two weeks and pick it up 
when you've finished washing. There's no 
rent to pay .. . merely a small pick-up and 
delivery charge that actually saves you 
money, because it eliminates paying the 
higher cost of having your washing done. 
Stop in today ... place your order and 
deposit under our Priority Agreement Plan 

. we'll reserve a washing date for you. 


DEALER'S NAME 


ADDRESS AND PHONE 


DEALERS SPREAD THE STORY: Maytag furnishes simple mats, for local news- 
paper use, to tell washer-less housewives how they can solve their laundry 


problems immediately. This advertising stimulates word-of-mouth promotion, too. 
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CUSTOMERS COULDN'T WAIT: So L. D. Norris, owner of the Norris Gas & Electric 
Co. of Topeka, Kansas, put the rental plan to work last July. He put four machines out 
on rental, In six months they did 798 washings, saved 115 sales. This meant a gross 
profit of more than $5,000 which otherwise would have been lost to competitors. Here 
Norris delivers a rental washer to a typical customer who will wash with it for a half-day. 


tice as it should 
profits.” 

It has been thoroughly proven that 
the plan promotes much good-will for 
the dealer, Mr. Martin states with- 
out reservation. He also points out 
that because the dealer can solve the 
customer’s laundry problem immedi- 
ately, he can promote the sale of his 
washers far more aggressively under 
the Priority Agreement Plan; at the 
same time he is saving the orders al- 
ready booked. 

Many salesmen, both old-timers 
and young men just starting out, have 
found order taking so easy since the 
war that they have no recent knowl- 
edge of what real selling means. 
Many of the old men have lost what 
they had and the young men have 
never had it. Usually a salesman 
goes with the truck driver when a 
washer is set in for a half day. He 
is told to instruct the housewife on 
the use of the machine, to point out 
its superior points, and to stay around 
for a few moments to be sure she 
gets off on the right foot if the ma- 
chine is new to her. 


mean sales and 


Picks Up Extra Sales 


If the housewife follows his sug- 
gestion and invites a_ relative or 
neighbor to share the time she has 
the washer, the salesman is told to 
get the name or names of the persons 
who participate. In this way, in ac- 
tual practice, he learns the value of 
demonstration, sales presentation and 
follow-up. He is certain to get enough 
extra sales to show him the way to 
better appliance merchandising. 
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In this manner the Sales Saving 
Rental Plan not only works to save 
sales already on the books, but gets 
new prospects and new sales. At the 
same time it conditions the salesmen 
for tougher days which lie ahead. To 
get added effort out of the dealers 
and their men now, Mr. Martin 
keeps dinning this thought: 

“Never again in our lifetime will 
Maytag washers be sold with as little 
actual sales effort and as low sales 
expense as during the next. six 
months.” 


Typical Example 


Reaching into his files, he came 
out with what he said was a typical 
example of how the Sales Saving 
Rental Plan works. The case in 
hand was that of the Norris Gas 
& Electric Co., owned by L. D. 
Norris, Topeka, Kan. Mr. Norris 
put the plan to work last July. By 
that time the customers who had 
placed orders with him and had made 
their good faith deposits were be- 
ginning to show impatience. Many 
complained that they had waited as 
long as they could, that their laundry 
problems were getting out of hand. 

Mr. Norris took four new May- 
tag washers out of their regular allot- 
ment and used them to solve the 
problems of customers who were im- 
patiently waiting for their promised 
deliveries. The result was that he 
saved the sales. 

Each of these 
aged about nine 
six days a week. 
rental machines 


four Maytags aver- 
hours of use a day, 

In some cases the 
were delivered to 


homes for use on Sundays. The tee. 
ord shows that in six months the 
four washers did 798 washings. Mr. 
Norris states that he saved 115 sales 
of Maytag washers between July and 
January 1 and that this meant a grog 
profit of more than $5,000 whic 
otherwise would have been lost to 
competitors. The publicity, advertis. 
ing and good-will, plus the training 
his employes received, are other bene. 
fits which make him an enthusiastic 
supporter of the program. 

Whenever a housewife comes into 
a Maytag dealer store, no matter how 
many washers ordered ahead of her 
may be on the books under the allot. 
ment program, the dealer is told to 
give her an immediate sales talk, 
showing her all the better points of 
the machine. He then promises a 
washer in her home, “next Thursday 
if you wish,” on the helpful rental 
plan. He explains how she can get 
the use of a machine, for a half day, 
“almost immediately.”’ She can doa 
two-weeks’ washing and at the end 
of the two weeks get the machine 
back again. 


Gets Deposit 


After that the dealer or his sales- 
man suggests that she sign the May- 
tag Priority Agreement, make her 
$10 good faith deposit, and get her 
own machine under the allotment 
schedule at the first moment that a 
permanent delivery can be made. 
This eliminates one of the hardest 
hurdles currently facing the sales 
man. That old bugaboo, “You'll 
have to wait your turn,” becomes 
only a minor factor in the sale. 

The dealer, to sharpen him up for 
the program, is told: 

“Five Maytags, in rental service, 
can save 100 sales and give you an 
extra profit of $5,000; 10 can save 
200 sales, meaning $10,000 in added 
profits; 20, if your city and trading 
area can keep them busy, may save 
400 sales and get you $20,000 in 
profits that you might otherwise lose. 

Dealers generally concede that it 
is but fair that their washer alloca- 
tions be based upon the backlog of 
bona fide orders, which, of course, 
means that the wide-awake, aggressive 
dealer will receive a more substantial 
allocation than the dealer without ac 
tual orders. 

Next, the dealer is told how te 
tell about this service. How? By 
salesmanship, by newspaper adver 
tising, by radio announcements, by 
handbills and by word-of-mouth ad- 
vertising. You will get a lot of the 
latter because people will talk about 
this unique and unusual service you 
are giving them. 
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force, sponsored by H. J. Heinz Co., is 
spotlighted here for its simplicity and 
eftectiveness. It has but one objective: | the company for use at the local level. 


Heinz Sells Salesmen on 
Promotion of Local Advertising 


This round-robin letter to the sales to encourage salesmen to do a more 
effective job of inducing dealers to use 
the advertising materials furnished ‘by 


TO OUR TRAVELERS: 


Isn't it funny? 


‘| hat so many businessmen will get up in the morning, refresh themselves 
with a dose of advertised salts. Clean their teeth with an advertised 
brush and advertised tooth paste. 


Wash themselves with an advertised soap and shave with an advertised 
razor. Put on advertised underwear, advertised hose, garters, shirt, 
collar and shoes. : 


Seat themselves at the table and eat advertised breakfast food and bread. 
Drink advertised coffee or cocoa. Put on an advertised hat and gloves. 


Light an advertised cigarette, with an advertised lighter. Go to work 
in an advertised car. 


Give letters to a typist, who types on an advertised machine and _ uses 
advertised carbons. Sign letters with an advertised pen containing 
advertised ink. 


and then..... turn down a proposal to advertise on the ground that 
advertising doesn’t pay! 


How ARE YOUR SOUP, BABY FOOD, AND SWERL ADVERTISING AGREEMENTS 
COMING? Can you say that all newspaper advertisers on your territory are 
using all three of the advertising agreements? If not, why? 

Heinz men are supplied with the world’s finest advertising material. 

Are they using it? 

Very truly yours, 


H. J. HEINZ COMPANY 
Long Island City Office 
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How Big-Line Firms Handle the 


Launching of New Products 


BY JOHN ALLEN MURPHY 


Part Ill of an article in three parts 


Product-families are getting bigger. As a consequence 


corporate organization is changing and selling policies 


are falling into new patterns. Mr. Murphy outlines eight 


types of strategy now in use in big-line companies for 


handling the introduction of their new lines and new items. 


As a whole the New Product 
movement is soundly based. ‘The 
constant development of new  prod- 
ucts is the very foundation of a free 
enterprise economy. Without a steady 
influx of new things business would 
lose one of its most energizing in- 
Huences. 

At the same time there is a serious 
objection to the movement. ‘The ob- 
jection is not so much to the move- 
ment itself. Perhaps it would be 
more accurate to state that the in- 
troduction of new products on the 
gigantic scale that has been taking 
place in recent years has lead to seri- 


ous marketing difficulties with which 
we have not yet learned how to deal 
effectively. 

Most of these difficulties arise 
from the increase in the size of lines 
which is an inevitable consequence 
of the new product movement. The 
addition of new products has been 
augmenting the size of lines to an 
almost unbelievable extent.. For ex- 
ample, just a few vears ago the Vick 
Chemical Co. had only one product 
—Vaporub. ‘Today it makes not far 
from 4,000 items. 

We all remember when the Minne- 
apolis Honeywell line consisted of a 


“You said ‘Come in and bring your book’!” 


few types of thermostat controls. |; 
hasn’t departed too far from its orig. 
inal business, but now the number 
of variations in the family would 
reach well over 3,000, and these 
3,000 products have more than 10- 
QOO applications. Such a_ simple 
straight-line business as Hooker Elec. 
trochemical Co. has 150 produets, 
and all of them stem out from its 
basic line. Probably top ranking in 
the number of its products would go 
to the General Electric Co., which 
estimates that it makes about 200,000 
different things. 


More Products 


Call the roll of industry and it 
would be learned that most compa- 
nies would answer that there have 
been large increases in the number 
of their products. In fact, it is no 
exaggeration to state that the single- 
product manufacturer is rapidly be- 
coming a rarity. 

These increases have come about 
in several ways: through purchase 
of inventions, through mergers and 


consolidations, but mostly the in-} 


creases are the result of laboratory 


f 


development and systematic research | 


programs. ‘These laboratories are not § 


only generating new products in a 
steady stream, but they are also 
spawning whole new industries. On 
March 8 of this year, L. F. Living 
ston, manager of the Extension Divr 
sion of E. I. du Pont de Nemours 


& Co., in speaking before the North} 
Jersey section of the American Chen § 


ical Society, said that “the United 
States has made 50 years of progres 


in 10 years by taking its inventors > 


out of sheds and putting them ™ 
modern research laboratories backed 
by ample funds.” Mr. Livingston 
cited the rayon, nylon and_ plastic 
industries as examples. He could 
have mentioned many more. _ 
The significance of Mr. Living 
ston’s statement is more far-reaching 
than appears on the surface. Ever 
new industry that is brought inte 
existence gravely affects man\ estab 
lished industries. It competes with 
them, often seriously. It mav displace 
their product, at least partially. Use 
ally it forces them to broaden thei 
own line. Thus, to survive, these olde’ 
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Advertisers and printers say they have consistently good luck with Champion paper. This paper’s 
important part in good printing actually is much more than a matter of luck. It is the result of 
scientific knowledge that Champion has acquired over 54 years of making fine paper. It is the 
Keane of constant research that develops and improves a full line of paper for various print- 
ing processes, and maintains constant production control to assure uniformly high quality. This ob- 
session for excellence, has been evident all through the years, in deve . . 
equipment, methods and timberlands. What sii el ta sates seantion BP Nine 
ich more apt to be your own fore- 


sight in selecti i i 
g ecting the Champion paper actually engineered for the particular type of job you need. 


THE Champuin Viywer AND FIBRE COMPANY... HAMILTON, OHIO 


MILLS AT HAMILTON, OHIO...CANTON, N. C.... HOUSTON, TEXAS 


District Sales Offic [WwW . O- H ADELPHI + DETROIT - ST LOUIS - CINCI AT I N - > 
vate flices Si. py Bs Cc 
> N NN . 7 Sco 


industries are compelled to go into 
competition with other industries 
with which they formerly did not 
compete. Then these industries, in 
the third category, may be obliged 
to diversify as a matter of self pro- 
tection. This sort of thing has been 
going on endlessly. 

‘The market is affected similarly. 
More manufacturers are competing 
for the consumer’s dollar. More 
manufacturers are competing for the 
choicest retail outlets. Some manu- 
facturers not able to get outlets in 
old channels are opening new chan- 
nels of distribution. Thus competi- 
tion is increasing to the point where 
the trend is for “everybody to be 
selling everything.” 

The same thing is .going on in 
industry. With the flow of new and 
superior materials coming from lab- 
oratories, industry is forced to keep 
redesigning its products, so as to in- 
corporate the improved materials that 
are available. The result is to make 
all products new products to a cer- 
tain extent. 

So far, continued scarcities have 
kept new product competition from 
being serious. But if the world ever 
settles down to normal again, this 
competition will be mighty trouble- 
some, particularly for those concerns 
that are not set up to meet it. 


Products Age Fast 


Another frightening aspect of the 
situation is that while laboratories 
are creating new products faster, the 
pace of obsolescence of old products 
is also faster. So is the mortality. 
This is bound to be true. With new 
and improved products coming in so 
fast, old things are out-moded more 
quickly. People will be inclined to 
discard the old product sooner if 
something better is available. 

But from the viewpoint taken in 
these articles, the most disturbing 
thing about the growth of big lines 
is its effect on the one-product busi- 
ness. As has already been pointed out, 
this trend is tending toward the elim- 
ination of the small-line business. 

This is disturbing only because 
the one-product business is the dis- 
tinctive thing about the economy of 
this country and because much of 
our advertising and specialty selling 
techniques has been built around this 
type of business. We were past-mas- 
ters at selling small lines. And while 
the passing of the small-line busi- 
ness has been under way for years, 
we have not yet learned fully how 
adequately to sell its successor— the 
large line. 

So the subject of this series, how 
to sell the new product, reduces itself 
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in the long run to how to sell the 
big line. I am not criticizing the big 
line. Its development has been both 
logical and inevitable. The stage 
where we have to justify the highly 
diversified line has passed long ago. 
The big line is here, brought about 
by economic forces over which we 
have had very little control. 


Adapting Current Methods 


Our job now is to fit the big line 
into existing distribution practices 
and to establish such new marketing 
methods as may be necessary. In 
other words, we must now learn to 
sell big lines with the-same efficiency 
and in the same tempo that is being 
followed in developing them. 

Fortunately a number of compa- 
nies have already learned how to do 
this. Many more are rapidly learn- 
ing. They are using a great variety 
of methods. Gradually, however, 
these methods are being standard- 
ized into big-line selling policies. I 
am selecting several of these for de- 
tailed consideration. 


Number 1: The Division: Increas- 
ingly the divisional set-up is becom- 
ing the answer to the farflung line. 
In fact, the opinion is growing in 
management circles that the widely 
diversified line can be handled effec- 
tively in no other way. As a result, 
most manufacturers who have such 
lines are today organized on some 
kind of a divisional basis. 

There are many decentralized sell- 
ing types, ranging all the way from 
the separate company to an integrated 
department. The division, however, 
is the most popular type and is in 
wider use than any other kind of 
organization. As a rule the division 
is largely autonomous. It has its own 
management, sales direction, and dis- 
tribution machinery, and does its own 
selling. Generally it does its own 
manufacturing. Except for the fact 
that it is tied in to top management 
of the parent organization and en- 
joys certain service and management 
benefits, it is an independent concern. 

And that is its great value. It 
preserves all the advantages of the 
specialty organization and at the 
same time participates in the advan- 
tages of the well-financed, well-man- 
aged larger corporation. It keeps its 
sales department from getting tan- 
gled up in the intricacies of the com- 
plicated line. It enables it to con- 
centrate on simpler sales objectives. 

Divisions are established in vari- 
ous ways. Johnson & Johnson, ever 
desirous to keep its business simple, 
etablishes a line as a separate divi- 
ion whenever it shows tail-wagging- 


dog evidences. A new product would 
not win the right to its own division 
right away, but it might after jt has 
become a large enough seller to stand 
on its own legs. 

Yale & Towne, on the other hand 
set up a new division to handle its 
new electric appliance line right at 
the start of this venture. In Most 
ways it became a separate enterprise, 
The company wisely saw that if jt 
were to become a factor in this hotly 
competitive industry, its new line 
would have to be more than an ad. 
junct to builder’s hardware or to its 
material handling equipment. So the 
appliance line was given its own 
plant, in another city, with its own 
sales organization, even a different 
advertising agency. 

Sometimes even a company with 
a small line will set up a subsidiary 
to handle a new product. Crosman 
Arms Co. did this when it brought 
out its compressed-gas rifle a few 
months ago, and with it began to 
develop a “packaged rifle range” mar- 
ket. The management reasoned that 
this idea could not be put across if 
the gas rifle were sold as just another 
item in a lige. But with a subsidiary 
whose sole job is selling this indoor 
rifle shooting “package,” it was felt 
that the venture would have greater 
chances of success. 


Sell Several Lines? 


There are instances where sales- 
men represent more than one divi- 
sion of a company. I believe Die- 
bold, Inc., is an example of this. It 
has six divisions, such as York Safe 
and Lock, Cardineer, Flofilm, ete. 
These divisions, although they cover 
a lot of lines, sell principally to three 
or four markets. Among these are 
banks and general offices. So the 
company has a staff of bank salesmen 
and a staff of general office salesmen. 
The bank salesmen carry everything 
the company makes that can be sold 
to banks, and the general office men 
handle everything of interest to office 
purchasing agents. 

The divisional set-up is being used 
successfully to some degree by hun- 
dreds of companies. There are many 
reasons for this method of operation. 
But perhaps its principal usefulness 
is that it breaks up a diversified 
business into a series of specialty busi- 
nesses and thus make the organiza- 
tion more manageable from the mar 
keting standpoint. 


Number 2. The Cohesive Line: 
Another method of selling the bi 
line is to keep the expanded line 
tight, cohesive, notetoo far from the 
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Journey of a Word 


Stranger than any Jules Verne fiction 
is the trip your voice takes by tele- 
phone. It spans the continent in one- 
twelfth of a second — over a private 
speedway with green traffic lights all 
the way. 

Your voice is changed into elec- 
trical waves so that it can travel over 
the wires. Some waves travel too fast, 
and have to be slowed down, so others 


can keep pace. Waves get tired, and 
electronic amplifiers give them new 
energy to speed them on. 

All arrive at journey’s end on split- 
second schedule and out steps your 
voice — changed back into words 
again. The wonder of it is that 
the words sound like you and are 
you—with your own tone and 
mood and personality. 


BELL TELEPHONE SYSTEM 


Bell Telephone Laboratories de- 
sign, improve and fit together the 
millions of intricate parts that make 
possible the journey of your words. 
It is a job that never ends. 

It is this constant work of im- 
provement that helps the Bell 
System give you the best and the 
most economical telephone service 
in the world. 


Your catalog is 
mighty important 


e People use it to find out what to buy 


and how to buy from you. 


e When people study your catalog, it 
is because they want to buy — and 
often because they have to buy, either 


from you or a competitor. 


e So when you plan a new catalog, 
plan also to get it studied by as many 


buyers as possible. 


There is where Sweet’s might help 
you. Are your products bought in the 
construction, power or manufacturing 
fields? Then you should ask Sweet’s 
to show you how hundreds of well 
known companies use this service to 
get their catalogs under the eyes of 


more buyers. 


Sweet's puts your catalog in the hands 
of people who make up the bulk of 
buying power in your market. More 
than that, Sweet’s keeps your catalog 
accessible in their offices at all times. 
Whenever a prospect needs your cata- 


log, he finds it right away. 


Would you like to see if this service 
meets your particular needs? You can 
call in Sweet’s for preliminary dis- 
cussion without obligating yourself in 


any way. 


Sweet’s Catalog Service 
Division of F. W. Dodge Corporation 


119 West 40th Street, New York 18, N.Y. 


original product. This is hard to do, 
but many concerns seem to be able 
to develop big lines and not drift too 
far afield. Buxton, Inc., for instance, 
is always bringing out new products 
but it never gets far away from key 
holders, wallets and card-tainers, all 
of which are distributed essentially 
through the same channels. 


Marketing By-Products 


A highly specialized business is the 
Signode Steel Strapping Co. It, too, 
keeps bringing out new products, but 
they are all related to its basic line. 
For example, some recent additions 
to its family are seal feed machines, 
top staplers, and a hammer tacker. 
Out in Ohio is the country’s largest 
apple butter producer, J. M. 
Smucker Co. When this concern di- 
versifies it goes in for things such 
as jams and jellies, products that are 
sold through the same channels as 
apple butter. Rumford Chemical 
Works’ main product is baking pow- 
der. When the company began to 
add new products a few years ago, 
it selected a by-product of baking 
powder production. This has indus- 
trial uses and requires special sales- 
men. But its recent new product, a 
potato pancake mix, in which its 
baking powder is used as an ingre- 
dient, is retailed where baking pow- 
der is. 

This is a safe and conservative 
method of adding new products. Its 
only danger is that its salesmen will 
be given too much to do. Even though 
a new product is sold to the same 
class of trade, there is such a thing 
as burdening salesmen with a larger 
load than they can carry 


Number 3. Spotlighting: A favor- 
ite method of selling big lines is spot- 
lighting. This is the method the de- 
partment stores use. Though they 
handle thousands of products, they 
center their promotion on a few 
products at a time. It is very easy for 
a product to get lost in a big line. 
Putting the product in the limelight 
is the best way of preventing this. 
This method has been used with con- 
spicuous success by General Foods 
for many years. The company keeps 
the spotlight on the names of its 
products, not on its own name. 

General Mills does this, too. 
When it brings out a new product, 
such as Pyequick, one could easily 
conclude from the force of its pro- 
motion that it is the only product 
the company manufactures. 

A serious mistake that many com- 
panies with large lines are making 
is that they are throwing the pro- 
motional spotlight on their lines. 


With numerous lines to sell, they 
feel that line promotion is the onjy 
practical plan for them. But people 
do not buy lines. They buy products. 
A way must be found to keep the 
spotlight on the individual product. 


Number 4. Pennsalt Method: Ap. 
other thing that is always happening 
to large lines is that a few products 
or some part of the line runs away 
with the business. Sales become poor- 
ly balanced, production schedules are 
upset, and often the company finds 
itself carrying many of its products 
at a loss. Worst of all, the purpose 
of diversification is defeated and the 
company finds itself where it started 
with one or two products dominating 
the business. Then if an economic 
disaster or something else came along 
to kill the business on dominant prod- 
ucts, the company might find itself 
in real trouble. 


Balance Between New and Old 


There are various ways of dealing 
with such a situation, but the best 
is the one used by the brilliantly suc- 
cessful 98-year-old Pennsylvania Salt 
Mfg. Co. It permits no product to 
get more than a third of the sales 
of the company. Thus a balance is 
maintained between new _ products 
and old products and between basic 
lines. 


Method 5. Keep Fliminating Poor 
Sellers: A strange thing about many 
concerns is that while they have a 
healthy new product program, they 
have no organized means of getting 
rid of old products that are not pull- 
ing their weight in the boat. As a 
result, an unwieldy line is built up, 
a large section of which is not selling. 
To prevent this, obsolescent old prod- 
ucts should be thrown out the back 
door as fast as new products are ad- 
mitted through the front door. It 
takes nerve to do this, but it should 
be done. 

Beech-Nut Packing Co. has been 
a leader in recent years in throwing 
out products whose volume did not 
justify inclusion in the line. Sargent 
& Co., the famous old builders’ hard- 
ware manufacturer, has also been 
doing a good job in this respect. It 
is almost inevitable that a builders 
hardware line will grow to tremen- 
dous proportions. Sargent, while add- 
ing new numbers to its line, has also 
been cutting its old line to the bone. 
Between 1941 and 1947 it reduced 
its old line from about 6,000 listings 
to around 350. At the same time, § 
it has gone into new fields. It has 
embarked into the hand tool business, 
starting out by absorbing William 
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OKLAHOMA-TEXAS GRAIN BELT PRODUCES 
NEARLY HALF BILLION BUSHELS IN 1947 


50% of Total Crop Acreage in Southwest Planted to Grains 


While the term “grain belt” us- 
ually brings up a picture of the 
northwest central states, on total 
grain production the Southwest 
ranks right up among the top 
states. Nearly half the crop land 
in Oklahoma and Texas is planted 
to grains. 

In 1947, for example, Oklahoma 
had more than 10,000,000 acres 
planted to wheat, corn, oats, bar- 
ley and grain sorghums, harvest- 
ing a total of 168,247,000 bushels. 
Texas planted 15,688,000 acres to 
these same grains, harvested 274,- 
943,000 bushels. One-half of crop 
acreage of Oklahoma and Texas is 
planted to grain. 

Wheat, of course, is the prin- 
cipal grain crop. It goes to make 
flour, cereals and feeds, and much 
is sold for export. Both Oklahoma 
and Texas are conducting inten- 
sive campaigns to improve varie- 


Grain Sorghums 


variably developed in the Southwest 


The Oklahoma Publishing Co.: The Oklahoman and Times—WKY, Oklahoma City—KVOR, Colorado Springs 


withstand the 
drouth well—new varieties are in- 


ties of wheat planted and quality 
of wheat produced. 

Corn is an important and sig- 
nificant crop in areas where grown. 
Both Oklahoma and Texas corn 
growers are turning to hybrid va- 
rieties, with more than 40% of the 
1947 acreage being planted to 
these types. In 1948, the percent- 
age probably will run 75% or 
higher, since many hybride yield- 
ed more than 100 bushels per acre 
last season. 

Next in importance is grain sorg- 
hums, the “corn” of the plains 
country. It yields well in semi- 
arid conditions. It ranks within 
10% of corn in feeding value. It 
is now used extensively for produc- 
tion of starches, tapioca and indue- 
trial alcohol. Oklahoma and Texas, 
along with Kansas, are the leading 
grain sorghum producing states. 
Besides the tremendous acreage 
harvested for grain, hugh quan- 
tities are grown for making ensil- 
age and as bundle feed, again prov- 
ing this crop as the counterpart 
of corn. 

Oats enter the picture, too, as 
does barley. Both are utilized as 
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feed on the farm. Considerable 
acreage is planted to rye, primar- 
ily for winter pasture. 

Nor does the grain measured in 
bushels reveal the full value of the 
Southwest’s grain crop. Mild cli- 
mate permits the growth of small 
grains in winter, providing green 
pasture for livestock that northern 
states do not have. Southwestern 
farmers commonly offset the entire 
cost of producing a grain crop by 
utilizing it as pasture, leaving the 
grain yield as profit. 

The Southwest is truly an im- 
portant grain producing area. 


Epitor 
As early as 1915 The Farmer-Stockman 
began a fight for a pure seed law in 


Oklahoma. By 1919 such a 
enacted by the State legislature. When 
hybrid corn had proved itself, The 
Farmer-Stockman campaigned for its use 
in the Southwest. In 1948 probably 
75% of the total corn acreage in Okla- 
homa and Texas will be planted to hybrid 
varieties. Such service to the farmers’ 
interests is one of the reasons why The 
Farmer-Stockman has grown into the most 
influential farm paper in the Southwest. 
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1948 will see at least 75% of Oklahoma 
and Texas corn land planted to hybrids 
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Schollhorn Co., old manufacturer of 
tools. 

Yale & ‘Towne, a manufacturer 
in the same field, has been tackling 
the big-line problem in another way. 
It picked out big-volume items in its 
Stamford Division, consisting of au- 
tomotive and specialty locks, and set 
up a new Specialty Division for them 


at Roanoke, Va. 


Number 6. Getting the Other 
Fellow's Ilelp: Another way of sell- 
ing diversified lines is to get the help 
of businesses that may be established 


in the fields that the “diversifier” is 
entering. Decca Records, Inc., did 
this when it entered the educational 
record business. It got the American 
Book Co. to distribute its records. 

When the International Harvester 
Co. added freezers to its line, it was 
getting into a new type of business 
tor it. Its larger units will find their 
logical market on the farm and hence 
are retailed through regular I. H. 
dealers—implement stores. Smaller 
units have a city market and will be 
handled by regular appliance distrib- 
ufors. 


You don't have to. 


tening. 


man. 


Dont throw — 
that book! 


Just ask any of the folks in the rich Mem- 
phis market, and they'll tell you. 


They've formed the pleasant habit of 
listening to WMC, the Memphis NBC out- 
let, WMCF, the first FM station in Mem- 
phis and the Mid-South, and coming soon, 
WMCT (Television). 


With 5000 watts day and night, WMC 
thoroughly covers the Memphis market 
where the buying power is concentrated. 
And WMC's strong signal at 790, right in 
the middle of the dial, makes for easy lis- 


Get the facts from the nearest Branham 


Atlantic Coast Fisheries Co. js sell. 
ing its new fish filleting machines jn 
various ways. It is licensing them 
in the United States, so as to keep 
them from falling into the hands oj 
competitors. It is selling them out- 
right abroad. 

This is sound procedure in selling 
the big line. Usually it should be 
sold in no one standard way. Differ- 
ent parts of the line may be marketed 
in entirely different ways, depending 
on the product, the market, channels 
ot distribution, ete. 


Number 7. New Product Pool: 
There is a regrettable tendency for 
many companies to place new prod- 
ucts on the market much faster than 
the market can absorb them. ‘This is 
not sound, either from the standpoint 
of the trade or the public. 

Fortunately, an off-setting practice 
is also coming into vogue. That is 
the New Product Pool. Companies 
following this practice continue their 
research and their re-designing. As 
new products or improved products 
are developed, they are placed in a 
pool and then fed into the market 
in an orderly fashion instead of 
Hooding the market all at once. 


Gradual Introduction 


The Onondaga Pottery Co. has 
been doing this. It sort of discovered 
the value of the idea accidentally. 
During the war it kept up its de- 
signing, but of course could not then 
place its new designs on the market. 
A pool of new designs collected. 
These are being fed to the market 
as back orders are filled and produc- 
tion facilities can be arranged. 

The same idea in a sense has been 
used by the chemical companies for 
vears. They keep piloting new dis- 
coveries for long periods until it is 
absolutely certain they are ready for 
the market. 


Number 8. Afore Salesmen! More 
Advertising! There are, of course. 
many more ways to sell new prod- 
ucts and to market the huge lines 
that result from a new product pro- 
gram. But regardless of what method 
is followed, concerns that are launch- 
ing new products and are diversi- 
fying their lines must use more sales- 
men and do more advertising than 
they did when their lines were 
smaller. 

Most introducers of new products, 
once their market has been deter- 
mined, are too timid and cautious 
in their approach to their market. 
Successful marketers are bold and 
aggressive in their approach. 

Too often introducers of new prod- 
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OVER 2800! AND THEY'VE GOT THE BLUE-CHIP COMPANIES, 


TOO. WITH GOOD REASON! FOR NEWSWEEK DELIVERS THE 
“TOP 700,000” AMERICAN FAMILIES .. . 
THE GREATEST CONCENTRATION OF 
LEADERS IN BUSINESS, INDUSTRY, 
AND THE PROFESSIONS OF ANY 


WHAT! NEWSWEEK IS ONE OF THE TOP 4 oF ALL 
GENERAL MAGAZINES IN TOTAL ADVERTISING PAGES! 
HOW MANY PAGES DID THEY CARRY IN 47? 


GENERAL MAGAZINE. AND AT THE 
LOWEST COST PER THOUSAND ! 
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ucts are stingy in their use of sales- 
men. They try to be too economical. 
They have salesman do too many 
things. They try to cover too many 
markets with them. ‘They do not em- 
ploy the absolutely essential principle 
of selling concentration in the intro- 
duction of new products. 

Too many product introducers are 
also stingy in backing up their sales- 
men with advertising, sales promo- 
tion, helps of all kinds. 

This does not mean the extrava- 
gant use of salesmen or of selling 
instrumentalities against which I 
warned in the second article. More 
salesmen are required, of course. 


Obviously 100 products require more 
salesmen than 10 products, but the 
number of salesmen does not have 
to be increased in proportion. There 
should be a more skillful use of them. 
A greater percentage of the salesmen 
should be used in establishing the 
new lines. Pennsylvania Salt, for 
instance, has almost 150 salesmen. 
Only 20 of these men are working 
on heavy lines, which gives the com- 
pany nearly three-quarters of its vol- 
ume. The rest work on specialties 
which need more sales push. 

Much of the job of keeping the 
line in demand should be left to ad- 
vertising. ‘That is why the most suc- 


Splashy Red Carton Lifts 
Tools Out of Hiding 


When Bruno ‘Tools, 
Calif., began to package its home workshop 
tools in bright red plastic kits—yes, even 
in Christmas boxes, too—it was employing 


Beverly Hills, 


a sound basic merchandising idea. It’s buy them, 


simply “display to sell.” 

Bruno Tools produces hole cutters, auger 
bits and other tools used by home mechanics 
for working in wood, metal and plastic. 
These home mechanics usually buy their 
tools in hardware stores. 
dealers treated Bruno tools as they would 
any other similar item. When put up in 
the conventional package, 
went into the hardware dealers’ drawers 
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cut tool costs" halt 


Interchongeoble Borina Heads ( 
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cessful merchandisers of new gouds 
are the big advertising spenders— 
General Mills, Proctor and Gamble, 
General Foods, Toni, Lever 3roth- 
ers, and all that galaxy of consistent 
advertisers. A good formula for nm r- 
chandising new products is: Use sales- 
men for getting them into distribu- 
tion and use advertising for getting 
them into consumption. 


(Mr. Murphy’s three articles on the in- 
troduction of new products, of which this 
is the third, will be put together in one 
reprint for distribution through SALES 
MANAGEMENT'S Readers’ Service Bureau. 
The reprints will be available about May 
10, and will be priced 10c each.—The 
Editors.) 


along with the other 9,999 tool items 
stocked by hardware stores. 

To get tools out on display where cus- 
tomers could pick them up, inspect and 
Bruno had three Monsanto 


Lustron plastic kits designed along with a 


But hardware 


Bruno ‘Tools 


like jewelry. 


half-dozen cardboard cartons for other 
groups of tools, with the tools and their 
uses depicted on the outside. 

Plastic kits make the tools look almost 
The bright red cases add 
color to the hardware store so it is natural 
that dealers put them on display. That’s 
just what Bruno has been shooting at. 

Bruno’s basic idea was to get its tools on 


display so men could see them. But the 


sales plus. 


plastic package 


produced an unexpected 


Last Christmas, wives and 
daughters of home workshop mechanics 
saw the displays and bought tools as gifts. 
Another unforseen result was the interest 
aroused among home mechanics themselves 
who already had Bruno Tools. They wrote 
to the company asking to buy empty kits 
for the tools they had. Mechanics found 
the display cases were handy containers for 
the tools around the shop. 
Bruno’s experience in this kind of mer- 
chandising hand tools is too recent 
to indicate whether this pack- 
aging will reduce complaints 


and returns. However, 
it is thought the obvi- 
ous extra care Bruno is 
putting into its pack- 
aging will reduce re- 
turns of tools which 
home mechanics think 
are defective, when the 
trouble lies in careless- 
ness in handling them. 
So it is expected that 
the packages will pro- 
duce better customer 
relations, too. 


We Plugged the Leaks in Profits 
Through Tighter Sales Control 


BY GEORGE E. VOORHEES ° President, Michigan Wholesalers, Inc. 


Careful analysis of costs showed this wholesaler that any 
order for less than $85 didn't justify its $14.04 handling 
cost. This led to a control setup which reduced cost-per- 


order, increased number of calls, volume, and profits. 


Sales control is the key to efficient 
selling. You may know exactly what 
your selling costs are—in percentages 
—but unless you have a daily dollars- 
and-cents report on your selling costs, 
you do not have adequate control, 
and it’s a safe bet that you are wast- 
ing money. We certainly proved that 
in our own company, a_ wholesale 
building materials firm with head- 
quarters in Jackson, Mich. 

Some time ago, I read an article 
about a survey Pathfinder magazine 
published titled, “Where Profits 
Lie.” “Fhis gave actual costs of han- 
dling an order for several lines of 


business. For example: 

Type of Selling & 
Business Handling Cost 
Oil refiner .......... $2.41 
Drug a ee 2.90 


‘Toilet goods manufacturer 4.00 
4.8.) 2a 2.10 
Hardware jobber ..... 2.35 
Electrical jobber ...... 4.00 


While I was reading this, it oc- 
curred to me that I did not know 
how much it cost us to handle an 
order. Like most business firms, our 
records, accurate as they were, were 
all in terms of percentages. I decided 
it might be enlightening to find out. 

We are wholesale distributors of 
building materials, with warehouses 
in Jackson, Mich.; Fort Wayne, 
Ind. ; Toledo, O. We warehouse and 
distribute plywood, insulating board, 
hardboard and wallboard, wool insu- 
lation, hardwood flooring, asphalt 
and asbestos products, doors, and 
many other building specialty items. 
Our customers are lumber dealers, 
about 600 of them, located within 
75 miles of the above cities. We have 
eight salesmen calling on these deal- 
ers. 

When we began our study of sell- 
ing costs we had good reason to be- 
believe that Michigan Wholesalers, 


Inc., was an efficient business. Over a 


56 


period of years we have developed a 
number of statistical and accounting 
controls which are comprehensive and 
exact. Certainly our profit and loss 
statement did nothing to shake our 
confidence. We were sure we had 
stopped every leak and plugged every 
hole. We have even streamlined 
the department that maintains our 
records until three girls carry the 
entire accounting and statistical load 
for three warehouses and the execu- 
tive office. 

Developed in no small part because 
of the necessity for reporting accurate 
data to our insurance company, our 
inventory records are so dependable 
that the operating statements we pre- 
pare from the inventory report have 
become extremely precise. So much 
so, in fact, that our statement of net 
profit varied only $150 from the fig- 
ure arrived at by our auditor. We 
knew the exact performance of each 
warehouse. We knew the sales velo- 
city of each item we carried and the 
relationship of our inventory to that 
volume. We had careful comparative 
statements of the percentages of the 
selling and handling costs, so that we 
could watch for dangerous shifts or 
trends. All in all, the figures did 
look good and we were pretty well 
satisfied. 


Cost Per Order 


Then we started digging into sell- 
ing costs. 

It was easy to compute our selling 
and handling costs and compare them 
with the lines of business cited by 
Pathfinder. It was simply a matter 
of dividing the total cost of operating 
the business, exclusive of Federal in- 
come taxes, by the number of trans- 
actions completed. ‘To my amaze- 
ment, I found that it cost us $14.04 
for each order we handled. Frankly, 
this was so hard to believe that I was 
immediately interested in breaking 
this figure into administrative, ware- 
house, and selling costs. 


Checking further, we found that 
each dollar of sales expense produced 
$42 worth of business, and that the 
average amount of each sale was 
$230.01. Since our average gross 
profit is approximately 17%, it was 
apparent that a sale of less than $85 
would not meet the average handling 
cost of $14.04. Therefore, the size 
of the order became an important 
factor. Somehow we had to increase 
the size of each order and bring down 
sales costs. 

Our first step was to devise a sim- 
ple sales control that provides com- 
parative statistics for evaluating each 
salesman’s productivity in relation to 
selling costs. We have done this 
without setting up an elaborate or 
expensive accounting system. These 
records are kept by the division man- 
agers who have direct supervision of 
salesmen. They require very little 
time to keep up to date and provide 
a monthly recap for each salesman. 


Keep It Simple 

The basis of our sales control is 
the salesman’s Daily Call Expense 
Report form. This form has been 
stripped to essentials and does not re- 
quire any tedious work by salesmen. 
Neither does it require any extensive 
reading and interpreting by the divi- 
sion manager, as do some systems. 

The report form is partly made out 
in advance by typing in the salesman’s 
name, route number, and the custom- 
ers on that particular route, listed 
in the left-hand column in the order 
in which the day’s calls are to be 
made. This feature is an important 
control of the salesman’s coverage, 
because it gives him no option but 
to complete the calls listed, except 
under unusual circumstances. Also, 
the various routes are scheduled at 
regular intervals that have been 
found to. be most advantageous $0 
that some customers are called on 
every week, some every other week, 
and others only once a month. With 
this much of the form made out, the 
salesman enters the required data 4 
he completes each call. 

Essentially, the form provides 4 
box score on each day’s calls. The 
columns under Sales Classification 
provide a simple seeend of the actua 
results of each call; it is a score line 
of “hits and misses.” The columns 
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In ON E Package 


or THREE 


You can buy The Weekly Kansas City Star in one package 
(a total circulation of 441,392 copies) or by separate editions: 


Circulation 

IS i wih nied iinet ubanm end 137,218 
I i is eed ele wae 176,531 
I i eee eae ee as 127,643 
Se EE. 0. Us cbs dea eaa eee wes 441,392 


Here’s rural circulation of the highest quality at bargain 
prices. Compare these figures and these rates with those 


of any other farm paper in the Mid-West. 


Che Weekly Kansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


441,392 Paid-in-Advance Subscribers 
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RECAP: Every morning the salesman checks dver his previous 
day's work with his division manager, at which time totals from 
the daily report are transferred to this re-cap sheet. Analysis at 
the end of the month reveals such significant data as the salesman’'s 
item-average-per-call, sales-cost-per-call, and 


are headed A, B, C, etc., and each 
letter refers to the index tabs in our 
price book. Under each tab we have 
a certain number of separate items 
for sale. For example, under Tab 
A, which covers plywood, we have 
two items, softwood and hardwood 
plywood. In all, there are 14 tabs 
and about 50 items. 

Immediately on returning to his 
car the salesman scores the results of 
a call by entering in the proper col- 
umn the number of separate items 
sold. This takes less than a minute 
ot his time, and the report for that 
call is then complete. He does the 


r> 


sales-cost-per-item. 


same for each call, and at the end of 
the day he totals the columns to give 
him the picture—the complete box 
score—for the day. 

The Daily Call and Expense Re- 
port provides for some additional in- 
formation. The right-hand columns 
note results on certain items on which 
we may be directing special sales 
efforts at the time. Under Remarks 
there is also room for pertinent in- 
formation on sales, but this space is 
not used for messages that require 
clerical follow-up. We have a sepa- 
rate memo form for that purpose. At 
the bottom of the form there is space 


QUICK & FACTFUL: This salesman's daily call-expense report 
form is the basis of the Michigan Wholesalers control setup. Cus- 
tomers for each day's calls are listed at the left. Columns under 
Sales Classification provide a record of the results of each call. 
Results of each call can be filled in in less than one minute. 


to note various items of expense 
(hotel and meals, automobile, tele- 
phone) which the accounting depart- 
ment requires be itemized. 

Every morning the salesman checks 
over the previous day’s work with his 
division manager, who OK’s the re- 
port in the space provided and then 
enters the required totals in the Sales- 
man’s Report Recap Form for the 
month. This is done simply by fold- 
ing the report form on the double 
ruling under the column totals and 
copying these totals on the corre- 
sponding date line on the recap sheet. 

At the end of the month, the col- 
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QUT-OF-DATE “FIGURES” 
CAN Ve 
CLOUD < 

YOUR 
HORIZON! Wel 


Be sure you have today’s 
facts and figures on Philadelphia— 
America’s 3rd market ! 


ee 


Inquirer FIRST Again! 
Ahead in Total Advertising in 1947 ye we iS 

INQUIRER yi ‘4 
2ND PAPER 


28,274,749 24,227,681 
LINES LINES 
port DAILY AND SUNDAY DAILY AND SUNDAY 
Sus- 
der ee 
call. § Focus your gaze on the latest statistics in 
ute. Philadelphia. You will find a definite change in the 
newspaper scene. Today THE INQUIRER stands 
; first in productivity for advertisers. 
ns 
le- 
irt- 
cks — NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


| pret The Philadelphia Mnguirer 


nd Exclusive Advertising Representatives 
T. W. LORD, Empire State Bldg., N.Y.C. © ROBERT R. BECK, 20 N. Wacker Drive, Chicago « GEORGE S. DIX, Penobscot Bldg., Detroit 
Longacre 5-5232 Andover 6270 Cadillac 6005 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 
APRIL 15, 1948 
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umns ot the Daily Sales Report Re- 
cap sheet are totaled and the statis- 
tics at the bottom of the form are 
developed. From available figures, 
the monthly expense, commission, and 
salary-expense-commission totals are 
entered. From the column totals on 
the recap, the number of dealers 
scheduled and the number of actual 
calls are entered. A cross total of 
the item columns gives the total item 
sales. 

The percentage of dealer coverage 
is then determined by dividing the 
number of actual calls by the num- 
ber of regular dealers. ‘This _per- 


centage should be over 100 because 
of extra calls made on customers 
other than those listed on the daily 
route sheet. 

Now we begin to get down to the 
figures that tell the real story of 
results—or lost opportunities. ‘The 
Item - Average - Per- Call is deter- 
mined obviously by dividing the total 
items sold by the number of actual 
calls, and provides important infor- 
mation as to the salesman’s coverage 
of the full line. A detailed break- 
down of this feature is shown on the 
line under the column totals. ‘This 
gives the Item/Call ratio for each 


Will He Buy YOUR BRAND In St. Paul? 


64,529 St. Paul families are consumers of 
alcoholic beverages. We will show you how 
many of them prefer your brand as well as 

the brands of others in the ten liquor classi- 


fications. 


HOW? Through 


our Consumer Analysis 


which authoritatively shows brand _prefer- 
ences in the liquor field and 158 other 
classifications. It also breaks down the pur- 
chasers by income groups, an all important 
fact. If you’re interested in your sales posi- 
tion (and your competitor’s too!) write us 
or call your nearest Ridder-Johns represen- 
tative. The St. Paul Dispatch-Pioneer Press 
gives over 90% exclusive coverage of the 
greater St. Paul market (A.B.C. Population 


331,107) 


RIDDER-JOHNS, INC. 
NEW YORK CHICAGO 


DETROIT ST PAUL 


MINNEAPOLIS 


342, Madison Ave. Wrigley Bldg. Penobscot Bldg Dispatch Bidy Wesley lemple 


Bidg 


ST.PAUL DISPATCH- PIONEER PRESS 


of the sales classifications, definitely 
points out any weakness on the part 
of the salesman on any particular 
items, and indicates where guidance 
or additional training may be neces. 
sary. 

The figures on Sales Cost per Call 
and Sales Cost per Item are deter. 
mined by dividing the salary-expense. 
commission total by the number of 
calls and the number of items, respec. 
tively. ‘hese cost figures actually 
tell only part of the story and must 
be properly evaluated for each sales 
man because the man with the highest 
cost per sale and per item may be 
bringing in the largest order. If his 
dealer coverage and item ratio figures 
are satisfactory, he may be the most 
productive salesman and therefore the 
least expensive. 


Stimulates Competition 

By reviewing these sales cost sta 
tistics with the salesmen at monthly 
meetings, we show them from their 
own figures that the amount of the 
sales is an important factor in a 
profitable operation. Applying the 
figures quoted of approximately $42 
worth of business for each dollar of 
direct sales expense, it is apparent 
to each man the exact breaking point 
between a profit and a loss. We can 
also show each of our men how he 
compares with the others and _ thus 
we set up competition for more effec- 
tive selling. 

Now what of the results? 

When we started this system of 
sales reports, we found that our sales 
costs per order ranged from $4 to 
over $13. The highest cost man; 
that is, the man whose cost was run- 
ning over $13, was selling a specialty 
line to a selected group of customers. 
When we showed him the figures, he 
made a desperate effort to reduce his 
costs but he just didn’t have the abil- 
ity to close a sale. We had _ been 
somewhat aware of this difficulty for 
some time but did not realize just 
how much the weakness was costing 
us. After giving him several addi- 
tional months and working with him 
in an effort to reduce this cost, we 
found that we could not do so and 
released him. The salesman who re- 
placed him and who is presently occu- 
pying this position has reduced the 
cost per sale to an average of $9, and 
we feel that he will be able to do 
much better. 

The regular line salesmen, who sell 
the entire line of building materials 
to lumber dealers, were averaging 
over $5 a sale. This cost has now 
been reduced to about $4. 

A 20% reduction in selling costs 
is a real gain, but that is only the 
first of the economies of our sales 
control. As we put the system into 
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Ever have a new baby in the house? 


... This one is bedded in swect straw of a sanitary stall in winter, or kept in the summer 
shade, sheltered and close to its mother... weaned by teaching to suck the farmer’s 


fingers gently held in a pail of warm colostrum . . . It is nourished on a formula three 


times a day... later fed from shallow pans of mash, grains, corn, protein 4 
supplements and vitamins... And finally sent out to find its own food Ney 
in a rich munchy field when the calf grows stronger. . . a 
zp. Calf care is just one aspect of the many sided, specialized, highly eu 
y a) 


skilled, complex big business of farming in the 15 Heart States 
... Which have more than half of the nation’s calves and cattle... 
in 1947, 43 million on the hoof, worth $4.7 billion . . . including nearly 
two-third’s of the country’s 16 million milk cows, value $2.5 billion! 
The nation’s top farmers of the Heart mostly missed by magazines 
and network, are penctrated only by SuccessruL FARMING . . . with 
more than 1,200,000 subscribers on farms with the highest yields, cash incomes, 
property investments . . . seven year backlog, vast savings, merchandise demands 
make the SF audience today’s best class market. No advertising is really national—without 
this market and medium! All facts, any office. SuccessFuL FARMING, Des Moines, 
New York, Chicago, Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 
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What is “adequate” advertising support 


for your sales force? 


Big adjectives can promise heavy advertising support, but do the 
facts and figures always show it? 


You've got to sell your com- 
pany’s advertising coverage to your 
own salesmen, to distributors’ sales- 
men and to dealers. And if the 
adjectives you use aren’t borne out 
by performance, nobody—including 
yourself— benefits. 


That’s why you’re always on safe 
ground when your advertising is 
scheduled in the 26 Sunday Maga- 
zines of Metropolitan Group. For 
here you enjoy all the economies of 
national advertising—together 


with the heaviest kind of support 
on the local level. 


No adjectives can better Metro’s 
63 per cent average coverage in all 
cities of 10,000 and over—where 7 
out of every 10 retail dollars change 
hands; or its 67 per cent average 
coverage in all cities of 100,000 
and over. 


On top of that, Metro’s 26 Sunday 
Magazines consistently get the 
highest cover-to-cover reader- 


* * * * x * * 
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ship of anything in print. And 
that means by men, women and 
teen-agers! 


Add this unmatched readership 
to Metro’s unmatched coverage 
and you get—per $ invested— more 
people in more markets where 
more goods are bought. 


Have you—or your salesmen — 
heard the whole Metro Sunday 
Magazine story lately? 


a a er ee ee ee 
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These are the 26 


Sunday magazine 


picture sections of 
Metropolitan Group 


ATLANTA Journal 
BALTIMORE Sun 
BOSTON Globe 

and/or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 
DES MOINES Register 
DETROIT News 

and/or Free Press 
INDIANAPOLIS Star 
LOS ANGELES Times 
MILWAUKEE Journal 
MINNEAPOLIS Tribune 
NEW YORK News 
PHILADELPHIA /nquirer 
PITTSBURGH Press 
PROVIDENCE Journal 
ST. LOUIS Globe-Democrat 

and/or Post-Dispatch 
ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Star 


Unlike other national media, 
Metropolitan Group is a na- 
tional network of twenty-six 
(26) locally owned, locally 
edited, Jocally powerful Sunday 
magazines ... printed in Gra- 
vure for 15,006,000 families. 


Their Jocal ownership, Jocal 
viewpoint, local editing, /ocal 
power, add up to the greatest 
local patronage and popularity 
accorded anything in print. 


Metropolitan 
Sunday Magazine 
Group 


220 East 42nd Street, New York 17, N. Y. 


TRIBUNE TOWER 
CHICAGO 


NEW CENTER BUILDING 
DETROIT 


15S MONTGOMERY ST, 
SAN FRANCISCO 
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effect and discussed the results witn 
the salesmen each month, we found 
that they were making more calls per 
month than before. Surprisingly, the 
orders increased proportionately. Or- 
dinarily one might think that by in- 
creasing the calls, the orders might 
fall off, because not so much time 
would be spent with each customer. 
But this has not been our experience, 
as the following will indicate: 


Number Number: 

Salesmen of Calls of Orders 
+1 121 89 
+2 143 107 
+3 146 103 
+4 165 116 


There is, of course, a limit to the 
number of calls that a man can make 
in a day and do an effective job of 
selling. In a compact area such as 
we serve, we believe that our men 
should average about 6% calls a day. 
That is just about what they are 
doing at present. Prior to our sys- 
tem, average was +™% calls a day. 

Not only do salesmen turn in more 
orders under our new system, but 
orders are larger. We find that our 
salesmen are doing a better job of 
selling the entire line of products, 
eliminating many small mail and tele- 
phone orders. 

Actually, the total cost of handling 
each order has increased because we 
have not been able to cut other ex- 
penses along with sales expenses. 
Then, too, when the size of the 
orders increased, there were fewer 
transactions and a larger volume of 
business; consequently, the cost of 
the entire transaction was greater 
but so was the profit. 


| aupenerre| 


Here is what has happened to vol- 
ume. Sales in 1946 were 109% 
more than in 1945, and sales in 1947 
were 47% more than in 1946. A 
large part of this may be attributed 
to the availability of materials, but 
more effective selling contributed a 
fair share. Percentage of net profit 
likewise increased. 

Another result of this study is 
greater awareness of other costs of 
doing business—and we are doing 
something about these other costs. 
For example, in 1947 our average 
cost of labor per order for the entire 
company was $1.97. The cost at 
Warehouse #1 was $1.46; at #2, 
$2.10; at +3, $2.56. Warehouse 
#1 had a fork-lift truck and other 
mechanical handling equipment; #2 
was partly mechanized; #3 was all 
manual. 

We have engaged a_ materials- 
handling engineer to make studies at 
the warehouses. We expect to reduce 
costs at all three in 1948. 

Every wholesale distributor must 
always remember that his most im- 
portant function is to se//. The fill- 
ing and shipping of orders and the 
other details of the business, while 
important, are and must be_ inci- 
dental. ‘To maintain a high level of 
sales efficiency in the transition to a 
buyer’s market, requires not only sales 
control but also sales training. With 
this in mind, we have already started 
a sales training program that includes 
reviews of the basic principles of sales- 
manship and a comprehensive pro- 
gram of product education. We be- 
lieve that this program is essential if 
we are to successfully meet the com- 
petition that lies ahead. 
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COVERAGE 
SS: } 


THE RECORD 
NEWSPAPERS 


+ THE TROY RECORD - 


* THE TIMES RECORD - 
TROY,N. Y. 


New Books for 
Marketing Men 


The Business Paper Staff, published jy 
Press Information, 366 Madison Avenue 
New York, 17, N. Y. Price $8.50 


The publication of this directory, list. 
ing more than 7,500 editors of busines 
publications by title or department, marks 
the first occasion when advertisers and 
agencies may have, in one book, such 4 
compendium. The directory analyzes the 
copy needs of more than 1,500 publica- 
tions in some 400 different fields and in- 
dustries, lists closing dates for copy for 
each. Such technicalities as these are 
delineated: Does the magazine carry by- 
line articles? Will it use brief company 
and product releases? Are pictures used? 
The book carries an_ introduction by 
S.M.’s Terry Armstrong. 


Compensating The Sales Force, pub- 
lished by The Dartnell Corporation. 
Price $7.50. 


This is another of Dartnell’s valuable 
studies. Its purpose is to evaluate sales- 
men’s compensation methods. The report 
offers a review of present practices in 
more than 300 companies in varied lines. 
The second of the two sections of the 
book illustrates the important point that 
many companies have developed new 
compensation plans since the war. 


Effective Talking in Conference 
John Mantle Clapp. Published by The 
Ronald Press Co. Price $2.50. 


If you've ever had to stand on your 
feet and make a talk, or ever expect to, 
this book, which deals with the handling 
of informal discussion of conferences and 
small meetings, should be helpful. In- 
formal, chatty, the book delves into such 
subjects as controls, improving your ap- 
pearance, finding the right words read- 
ily, and first aids for responsible talking. 


Guide to American Business Directories, 
published by The Public Affairs Press 
of Washington, D. C. Price $3.75. 


Where and how to obtain free, in- 
expensive or other types of lists of busi- 
ness firms is described in this compre- 
hensive handbook. It was prepared by 
Marjorie Davis, business information 
specialist of the United States Depart 
ment of Commerce. The guide covers 
approximately 1,800 lists in 100 different 
fields. It’s indexed and cross-referenced. 


New Products (a booklet), published by 
The Journal of Commerce, New York, 
N. Y. Price, 50 cents. 


To help the business community kee? 
in step with the scores of innovations 
now being marketed, better than 1,000 
new products and services, gathered 
a nation-wide survey of manufacturers, 
have been compiled into an _ 80-page 
booklet. Names and addresses of al! 
manufacturers are provided in an accom 
panying product index. 
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No. 12 ota Series ot Veu ) ork Subway Poster Designs. 


>" 
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Subway Poster Designed b) 


RoBERT OSBORN 
NEW YORK 
Osborn is the author of sev- 
eral humorous books. Dur- 
ing his service in the Navy 
he created the famous Naval 
Aviation character, “Dil- 
bert.” His recent cartoon 
commentary called “War Is 
No Damned Good” has 


been highly praised, 


send your product home 
with 


Subway Posters %& 


Send your product home .. . with New York subway posters .. . The advertising medium that 
displays your message to more than a million housewives 15 times a month . . . while they’re only seconds 
away from your outlets. Subway posters are visible 24 hours every day . . . they offer a combination 
unique in New York City .. . coLor—all you want; REPETITION—26 times a month; COVERAGE—9 out 


of 10 New York City adults are subway riders. 


NEW YORK SUBWAYS ADVERTISING COMPANY, INC., 630 FIFTH AVE.. NEW YORK 20, N. Y. 
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Smoke Signa 


When you see all the fellows at the office smoking Corona 


Coronas, it’s a sure sign there’s a proud new papa in their 
midst! But handing out cigars is only the beginning for papa. 
The new addition to the family means “handing out” for addi- 


tional purchases that mean greater sales for you! 


Families are always buying. They are a constant market 
for all goods and young families in the process of accumula- 


tion buy more of everything. 


In Chicago, the Herald-American is the preferred news- 
paper of young, active, on-the-way-up families. It is their kind 
of a newspaper. It publishes more of their favorite features, 


gives them greater news coverage quickly and concisely. 


In Chicago, you sell more by advertising in the 
Herald-American because it goes into the home, reaches and 


sells the whole family. 


You can profitably influence the purchases of over 


500,000 families each evening and more than a million on 


Sunday by placing your advertising in the 


(Chicago WERALD-AMERICAN 


EVENING AND SUNDAY—when the whole family is together! 


Nationally Represented by HEARST ADVERTISING SERVICE 
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PROCTOR BONUS BANK 


1948 


INDIVIDUAL 


DISTRICT 


errr 


PARTICIPANTS to Date 


Actual Expense] Multiplied by iShipments billed 


= Quot 


less Excise Tax 


of Quota Bonus 


Total] Total [Bonus] Prior | Payable 
Allocation | Bank |Payment} this 
Bonus Month 


Your Record 


Assistants (by name) 
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MONTHLY STATEMENT keeps the sales representative com- 
pletely posted. It gives him the cumulative picture to date, 
including all actual selling expenses, shipments billed, total 
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Proctor's Bonus Bank: 
What It Is ... How it Works 


Based on an interview by Terry Armstrong with JOSEPH TIERS, 


Assistant General Sales Manager, Proctor Electric Co. 


It's the new compensation plan at Proctor Electric. By 
paying one-half of the bonus monthly, banking the balance, 
and tieing bonus rates to salesmen's expenses, Proctor 


gets consistent sales drive, close control over sales costs. 


Have you ever received a monthly 
bank statement with a check attached 
—one made out to you? That’s an 
experience regularly enjoyed by every 
sales representative and district man- 
ager of the Proctor Electric Co., 
Philadelphia. That is, providing the 
representative has achieved as much 
as 50% of his monthly sales quota— 
based on actual shipments of mer- 
chandise into his territory. Thus far 
no representative has failed to receive 
a monthly bonus check under the 
company’s new salesmen’s compensa- 
tion plan. 

Called the Proctor Bonus Bank, 


APRIL 15, 1948 


the plan is the result of a year’s study 
by the management of all types of 
compensation and incentive plans. 
Prior to January °48. Proctor rep- 
resentatives were compensated on a 
salary and commission basis and an 
annual bonus was distributed, an 
equal amount to each. Under the 
new set-up Proctor men still receive 
weekly salaries. Now, however, com- 
missions and bonus are combined in 
the monthly Bonus Bank statement 
and the amount credited to each 
sales representative is determined by 
his individual sales performance. 
In formulating the new compensa- 
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bonus earned, total area record. Monthly bonus check keeps 
job performance at a high level. The Proctor Bonus Bank 
plan also helps to develop managerial talent on the staff. 


tion program Proctor gave much 
thought to the timing of bonus pay- 
ments. Management finally agreed 
upon the point that, from a psycho- 
logical viewpoint, bonus payments by 
the month were preferable to those 
on a semi-annual or annual basis. 
Study of the experiences of other 
companies suggested that the promise 
of bonus money in the dim, distant 
future frequently resulted in the 
postponement of maximum effort 
until just before the semi-annual or 
annual payment. On the other hand, 
the prospect of some extra cash— 
in the hand—on the first of each 
month provided an incentive for a 
consistent drive for business. 

Another advantage of the Proctor 
Bonus Bank plan is that it tends to 
develop the managerial qualities of 
the sales personnel. This is because 
expense control is an important fea- 
ture of the program. 

The key to the incentive plan is 
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the sales representative's Quota Mul- 
tiple, a fixed percentage established 
for each territory after careful analy- 
sis of the territory potential. Buy- 
ing power indices and Proctor’s own 
strength, both pre-war and post-war, 
were considered in defining each 
area’s potential. 

Field operating expenses are a 
factor in establishing actual sales 
quotas. Therefore quotas increase or 
decrease in direct ratio to expenses. 
Selling expenses for a territory are 
arrived at after a searching review 
of the expenses in the two previous 
years. In order to arrive at his over- 
all or budget quota for one year a 
Proctor sales representative uses the 
following simple formula: 

Total salaries (within terri- 
tory) plus total travel and en- 
tertainment budget (within ter- 
ritory) multiplied by quota 
multiple equals—Quota. 

As a hypothetical case let’s say 
salaries to date in Bill Blank’s terri- 
tory come to $600 and travel and 
entertainment budget to $200—a 
total of $800 in expenses. If this 
multiple quota figure is 20 then the 
sales quota for his territory would 
be $16,000. To arrive at his actual 
quota the representative uses the same 
formula except that his actual ex- 


JOSEPH TIERS: “The Proctor Bonus Bank 
was developed after a long study of various 
tested compensation and incentive plans.” 


penses rather than budget expenses 
are used. 

After the first month all quotas are 
cumulative and are refigured monthly 
—based upon cumulative expenses to 
date. Bonuses are earned upon cu- 
mulative shipments billed against 
actual cumulative quota. 

One half of the bonus is paid 
monthly and the balance remains to 


the salesman’s credit in the Bonus 
Bank and is paid out at the end of 
the year. 

When planning the bonus rates 
the company endeavored to set up a 
scale which would provide incentive 
every business day of the month. For 
instance, 50% of quota (based on 
shipments) earns a certain per cent, 
The next 10% of quota earns double 
that amount. The shipments equal- 
ing the next 10% earns a still higher 
rate and so on along an upward scale 
until 100% of quota is_ reached, 
Then, of course, all shipments over 
quota also earn the top rate provided 
in the bonus schedule. 

The Bonus Bank statement gives 
the representative his cumulative pic- 
ture to date. The statement resem- 
bles a regular bank statement except 
for the columnar arrangement. There 
are 10 columns and they provide the 
following information: 

1. Participants—Sales _representa- 
tive and names of his sales de- 
velopment assistants (if any). 

2. Total of cumulative salaries 
and travel and entertainment 
expenses. 

3. Quota—the figure arrived at 
by multiplying No. 2 column's 

figure by the salesman’s multi- 
ple quota. 
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A Subsidiary of The Jefferson Standard Life Insurance Company 
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4+. Total cumulative shipments to 

date in representative’s terri- 

tory less Federal Excise Tax. 

(If representative wishes to 

check against invoices he adds 

10% to the figures given in 

this column.) 

Percentage of quota accomplish- 

ment to date. 

6. Total bonus credited to Bonus 
Bank based on quota accom- 
plishment. 

7. The fixed bonus covering prod- 
ucts still on allocations. 

8. Bonus Bank—total bonus ac- 
crued year to date. 

9. Total bonus paid to represen- 
tative in cash in the year to 
date. 

10. Amount 
tached. 


La 


of bonus check at- 


A horizontal space at the base of 
the columnar arrangement permits a 
breakdown of total territory record. 

The sales development assistants 
receive a percentage of the “bonus 
earnings’ of the territory in which 
they work. It is an amount arrived 
at by the district manager and top 
management of sales. ‘These sales 
development assistants help to train 
distributor personnel, dealer person- 
nel and department store personnel. 


*C.E Hooper, Oct.-Nov., 1947 
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EXPENSE CONTROL TOOL: Bonus earnings are influenced by the salesman's ability 


to keep expenses down. Wasteful practices in servicing an area are practically nil. 


Sometimes they serve as demonstra- 
tors in retail stores and schools. 
As under the Bonus Bank plan 
“bonus earnings” are influenced by 
the representative’s ability to keep 
expenses down, wasteful practices in 
servicing a territory are almost nil. 
The weekly expense report present- 
iy used is designed to function as an 
expense control tool as well as a 


record for the regional manager and 
home office. In addition, to further 
good administration of expense allow- 
ance, Proctor has issued the field 
staff a list of travel and entertain- 
ment instructions. This guide states 
clearly what expenses are allowed 
and the cost limit of each. It also 
includes helpful hints on how to keep 
expenses down to a minimum. 


SELLS 52,412 ROSE BUSHES AT LOWEST COST PER SALE IN THE NATION 


Moving rose bushes can be a stickler of a job. But not for 


Represented by Radio Sales... Radio Stations Representative .. 


WBT-Carolinians. And have a rosy future. 


The Jefferson Standard Broadcasting Company 


50,000-watt WBT. For thirteen weeks, a nursery ran a rose 
bush selling campaign on the country’s leading stations. 
WBT sold 52,412 in three months...an average of 575 
bushes a day! Most important, WBT’s cost per sale was the 
lowest in the nation—9% ! 

The agency reported, “Your record is the finest we 
have ever had. We are sure it is because of WBT’s large 
audience and the confidence it has in WBT.” 

Big sales at low cost. That’s a WBT habit. Because 
WBT averages more listeners in Charlotte, day and night, 
than all other stations combined*...has virtually no 
Charlotte competition in 94 other Carolina counties. 

Have you a thorny problem? Use WBT. You'll plant 


your message with three and a half million 


.CBS 


Were doing okay! 
Total Average 
Net Paid Circulation 


Daily In Excess Of 
630,000 For February 


NOW IN EXCESS OF 


650,000 


FOR MARCH,1948 
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THE PICTURE NEWSPAPER 


MARKETING 


| PICTOGRAPHS 


Planned by Philip Salisbury, Editor, and designed by The Chartmakers, Inc. 


Ten leading male sports 
and hobbies 


Most American males know how to play. 7 out of 
10 actively engage in outdoor sports and games, 
8 out of 10 in similar indoor activities, and more 
than 6 out of 10 have hobbies: 


MOST POPULAR % OF ADULT MALES 
ARE PARTICIPATING 


POOL OU Zq/ 
PHOTOGRAPHY | ss 22 cK 
WOODWORKING ——— 27 
HUNTING _ 
GOLF —— 29 
ac — - 
FISHING — §§ hae DB 
BOWLING —— -— 45 


GARDENING - ——-- 5] 
— 83 


Poker is the favorite card game, followed by bridge, gin rummy and pinochle. 
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THE GREATEST 
SCREEN MAGAZINE 
“PACKAGE” 

N THE FIELD TODAY 


Dell Publishing Company a 
THE DELL SCREEN UNI alli 
Largest single package of screen C 


@ In these days of mounting advertising costs, the new DELL SCREEN 

UNIT offers advertisers the largest unit of screen magazine circulation 

now available —at sharply reduced cost! 

The DELL SCREEN UNIT, a combination of Modern Screen and Nog 
Screen Stories, guarantees a circulation of 1,500,000. wee ep, 
(The February issue, on latest publisher’s estimates, delivered 1,725,000) zx 
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MODERN SCREEN — America’s leading movie magazine, 
guarantees 1,100,000. (February issue, 1,210,000) 
SCREEN STORIES — formerly Screen Romances, 
guarantees 400,000. (February issue, 515,000) 
Modern Screen and Screen Stories remain part of the 
Dell Modern Group in combination with Modern Romances. 
The DELL SCREEN UNIT becomes effective with June issues. ~ 
Advertisers already scheduled for both Modern Screen 
and Screen Stories will automatically receive the benefit of the 
new Dell Screen Unit rate. 


Your Dell representative will be glad to provide further information. 


DELL SCREEN UNIT 


MODERN SCREEN 
SCREEN STORIES 
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The cost of cars to farmers 


Automobiles are far less costly to farmers than they were in 1940. In terms of a new car which 


cost $950 in 1940 and $1,600 today, here is the real cost: 
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1940 1948 
HOGS (275 POUNDS) 64 21 
STEERS (1000 POUNDS) 12.5 8.5 
LAMBS (90 POUNDS) 130 88 
EGGS (cRATES) 176 96 
WHEAT (BusHELs) 1393 602 
CORN (susHELs) 1537 717 


OATS (BUSHELS) 


HAY (TONS) 


COTTON (BALES) 


WY 
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Civilian population 
per passenger car 
CC") 3.5 to 3.9 
4.0 to 4.9 
5.0 to 6.5 
ME 6.6 and over 
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...Us so easy to listen 


And since 194.1 —when this photograph was made—it has 


beeome even easier to listen to CBS. 


That’s one reason why one network, CBS, with its 99,000,000 
different listeners each week, reaches more people than 


read all the magazines published in the United States. 


For CBS today has achieved the best “balance” of facilities 

in all Radio; with more high-powered, and fewer low-powered 
stations, than any other network. And since 1941 almost 
every CBS station—150 out of 162—Las made specific 


major technological improvements. 


In the past year alone, CBS stations have added 230,000 watts 
of extra power; far more power than any other network increase— 


almost as much added power as all the other networks combined. 


No wonder that CBS delivers its large audience to advertisers 

at a lower cost than any other network. And that latest reports 
show that the largest individual audiences in all radio are 

the CBS audiences of the LUX RADIO THEATRE in the evening, 
the ARTHUR GODFREY SHOW in the daytime. 


And that more of the hundred largest users of Radio are 


on CBS than on any other network. 


Columbia Broadcasting System 


—where 99,000,000 people gather every week 


100 Consumers enter 
a Super Market 


No. of people buying 


Canned Vegetables 
Coffee 

Crackers and Cookies 
Canned Fruit 

Canned Soup 

Cold Cereals 

Tissue and Towels 

Canned Fruit Juices 

Canned Milk 

Spaghetti, Macaroni, Noodles 
Toilet Soaps 

Powder and Flakes 

Bread 

Detergents 


South gains most since 1940 


Draw a line around that section below the Mason-Dixon line and East of the Mississippi and 


you have boxed in the people whose income has gained most since 1940. 221 
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271 
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NEW 
281 ENGLAND 
MIDDLE 
ATLANTIC 


WEST NORTH 
CENTRAL 


270 
MOUNTAIN 


UNITED STATES 263 


WEST SOUTH 
CENTRAL 


CTOGRAPH BY Wy wy 


ANAGEMENT Source: Research Department of SALES MANAGEMENT 
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WHERE ARE ‘a 
YOUR MARKETS? fimaaim 


ATLANTIC 


Geographical Distribution Bice 


“ ] SOUTH 

of America’s Larger —_ ee 

e By Geographic Area 
Manufacturing Plants nei 


(Plants with more 
than 100 employes) 


WEST 


Unpublished 1947 M-Graw-Hil! Census NORTH CENTRAL 
igures show the number of larger plants 
~ and their employees — in each section EAST -_ 1,271 
: SOUTH CENTRAL 510,026 
of the country. | % of plants ce 
WEST 
SOUTH CENTRAL % of employes Hi 
The number of large plants in 1947 was 
greater than in 1939. The map shows MOUNTAIN 


the percentage in each section for both 
years. It is distorted to indicate the pe; 


centage of the larger plants in each area 


wea 


(13.1%) 
NEW ENG. 


(4.9%) 


WEST (28.3%) 
(5.6%) NORTH (26.0%) MIDDLE ATLANTIC 


PaciFice | CENTRAL EAST NORTH CENTRAL 


(3.4%) 
WEST 
S. CENTRAL 


( _) Establishments with over 100 wage earners 
(12.9%) Source: Census of Manufactures * 1939 
SOUTH ATLANTIC 
111.3% 


| 


(5.0°%) 
EAST S. CENTRAL 


50°] 


(0.8%) 
MOUNTAIN 


[1-120 } 


HEE Plants with over 100 employees 
Source: McGraw-Hill Census * 1947 


a As, McGraw-Hitt PuBtisHinc Co. 


ee 330 West 42nd Street, New York 18, N.Y. 
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ADVERTISEMENT 


- EDITORIALS 


BEAUTY 


HEALTH AND 
MEDICAL SCIENCE 


BUILDING AND 
MODERNIZATION 


TRAVEL AND 
TRANSPORTATION 


BUSINESS AND 
INDUSTRY 


CHILDREN 


SPORTS AND 
RECREATION 


FARMING AND 
GARDENING 


FOOD 
AMUSEMENTS 
HOME FURNISHING 


WEARING APPAREL 
FOREIGN AFFAIRS 


NATIONAL AFFAIRS 


MISCELLANEOUS, 


including General Interest, Cul- 
tural Interests and Personalities 


FICTION 


PICTOGRAPH BY 
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1943 ’47 
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Z 1943 
«Ms THE COMPOSITE 
‘"s CONSUMER 
0 25 io 
MAGAZINE 


In 1943 the average magazine (a composite of 
the 32 leaders) offered 1,436 lines of editorial 
material for every 1000 lines of advertising; to- 


31 31 


day, with more advertising, and paper .still in 


Wy; 
- Z short supply, the 55 leaders give an average of 947 


editorial lines to every 1000 lines of advertising. 


33 25 


Wdde 
39 49 


For every 1000 lines of adver- 
tising, the composite magazine 
offered these editorial lines: 
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Promotion 


Prize Book 


Belnap & Thompson, Inc., (Pal- 
mer House, Chicago, 5) has not only 
issued a handsome new Prize Book 
—at a time when there’s a deal of | 
interest in contest as a means of 
stimulating sales—but has, in addi- 
tion, a sample letter, for use by com- 
panies planning to run a contest using 
the B & T book. The Prize Book 
lists everything from beds to bicycles ; 
all you do is decide sales quotas for 
individual prizes. And the sample 
letter, to be handed to each salesman | 
at the contest’s beginning, will start | 
the ball rolling. 


THE FINEST SIGNS EVER PRODUCED 
AT THE LOWEST COST IN HISTORY 


Certified audited records show Artkraft* signs to be 
999/1000 perfect over a period of years. 


Decals | 


Palm Brothers Decalcomania Co., 
Cincinnati, 12, is the world’s larg- 


est (exclusive) manufacturers of | , THEY LAST BECAUSE THEY'RE MADE THAT WAY! 
decals. The company believes that 


decals can do a lot for your business. Exclusive Underwriter appreved features include: 
It has, as a consequence, prepared a 
booklet which tells the decal story— e Porcel-M-Bos’d letters raised out of e First positive tube mounting. Tube 
reasons for use 23 profitable uses to heavy sheet steel. 75% more attractive sections rest on (not against) tube 
se, ses 
. . and legible. supports, vidi definit ter- 
which decals are easily adaptable, and acre oe Diy ny = ae 
: : e All-welded electio-galvanized frame ing where tubes enter the sign. Makes 
something about the right decal for ° ‘ unsightly bushings unnecessary. 
the job. e Bonderized and baked synthetic enamel 
or porcelain finish. e A heavy duty phosphor bronze spring 


clip on the end of the electrode has 


e No exposed bolts. a fork-like end opening for positive 


The Metropolitan Group 


e Removable streamlined front end per- contact with the bus bar and easier 
What do you get when vou hook mits access for servicing without use removal for service. 
of tools. 


| 

| 
up with Metropolitan? If you’re toy- e Cold cathode fluorescent tube grid illu- 
ing with the idea of increasing your e Rugged copper bus bar replaces ordi- minates dealer’s name panel, eliminat- 
advertising coverage, and are consid- | on ee een 
ering the Metropolitan Sunday Mag- | 
azine Group you'll do well to order | 
Its newest promotion piece. It pro- 
vides full factual details on circula- 
tion, flexibility, readership, merchan- 
disibility, coverage and advertisers. 
There’s also a breakdown of Metro’s 
23-paper family coverage job against 
the field in the Nation’s 138 trading 


For over a quarter century we have regularly 

served leading merchandisers including Westinghouse, 
Frigidaire, Delco-Heat, Shell, A & P, Pittsburgh 

| Paints, Lowe Brothers Paints, Dupont and many 
| 
} 
| 


others. Learn why. 


WHY SHOULD YOU USE 
ARTKRAFT* DEALER SIGNS? 


| 
| Well, they increase sales 14.6%** and make vesting only 10% of your advertising budget 


areas. Metropolitan has offices in your national advertising 5 times as effec- annually in dealer signs, the fifth year you 
N ; Y “ © o tive!** Since they continue working years have the equivalent of an appropriation 1% 
ew ork City, Chicago, Detroit, after they have paid for themselves—by in- times as great as your actual expenditure. 


and San Francisco—all of which can 
Provide you with your copy of the 


THE ARTKRAFT* SIGN COMPANY 


Division of Artkraft* Manufacturing Corporation 
1000 Kibby St. Lima, Ohio, U. S. A. 
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THIS COUPON FOR YOUR CONVENIENCE 


THE ARTKRAFT* SIGN COMPANY 
Division of Artkraft* Manufacturing Corp. 


Annual Report—Parents’ 


Parents’ Magazine offers its an- | 
nual report in special booklet form. | 
his, says the magazine, was the | 
greatest year of its history. Circula- | 
| 


SIGNS OF 


. 
: ° . = 1000 Kibby Street Lima, Ohio, U. S. A. 
tion reached an all-time high of LONG LIFE* : 
1,150.000 famili rith-child B © Please send, without obligation, details on Artkraft* signs. 
* - as iLles-with-c uldren. et- FOR . ( ) We are interested in a quantity of outdoor dealer neon signs. 
ter than 750 advertisers used the s @) We are interested in a quantity of Porcel-M-Bos’d store front signs. 
magazine to market their products QUANTITY s ( ) Please send instructions on how to set up a successful dealer sign 
. - program. 
Three of them have used the maga- BUYERS - : 
zine, advertising-wise, for 71 vears. a Reg, U. 5S. . gC cc inubkcsccaseascaccssceoboesiueosekdhernaseuessentnedenetuewann® 
. 3 ¢ ° . . 
Pies are available from 52 Van- tnt caine Tl PID avin cccaccnccccecepecesavencesqvenssenacapepassipesdiousseseebsents 
derbilt Avenue, New York, 17, N.Y. audited research. UD 5. cnsecvasae<canceoadee ahusesnvunidessetsmetassrmvenaaaeanedsae 
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A Roving Reporter Muses Over 
The Passing of the Gravy Train 


SM's Chicago scout types up an after-hours memorandum 
to Editor Salisbury in which he notes a New Look in the 
market place. The queues are gone, the backlog has gone 
with the wind, and now and then people say "Thank you." 


Dear Phil: 


Things ain’t like they’ve been and 
a lot of tears are running. Yes, we 
are catching up. Look around and 
you'll find that there are many things 
you can buy for immediate delivery 
if you’ve got the moula. Oddly, the 
trains have seats in them. When 
Harry told the railroads in mid- 
March to take off a lot of trains the 
fellows running them didn’t argue. 
They took them off. Not a whimper. 

The other day a hotel executive, 
here in Chicago, whispered to me: 
“There isn’t a hotel in Chicago, I 
mean a commercial hotel, that didn’t 
run in the red in March.” 


Yes, you can walk into any hotel 
in the country any day, barring per- 
haps a convention being around, and 
get a room. The desk clerk may look 
at his reservation record, just to 
maintain a sort of illusion, and fuss 
back-stage a bit, but he’s got a room 
for you. And you won't have to oil 
his hand with a ten-spot. 

In February, the record shows, 
hotels throughout the United States 
ran 4% less in rooms sold than the 
same month a year ago. But the big 
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The facts he marshals together shouldn’t give us the jitters. There’s 
no sign of impending depression—unless we have just plain forgotten 
how to sell—but the evidence does point clearly to our entry into a 
normal market, where the choice of the buyer on price, design, quality, 
rather than the buyer’s necessity, is important in dictating the sale. 


“MULLIN ENN NNTA NAY ETNN NAAN NAYANTARA LLL QUUNEOEAELUUUUELEU ON EO EUS ATTTE 
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N THE Winter of 1945 railroad reservation clerks and hotel trans- 

portation porters were making more than heads of their companies. 
You tipped the butcher if you wanted to get meat, you got little of 
anything if you dared to question the price. In February of that year 
Les Colby, our Chicago editor, gave us the lowdown on the trans- 
portation and hotel bottleneck with a sizzling report, “The Black 
Market in Travel.” Now, at our suggestion, he has prepared a follow- 
up report which shows how supply has more than caught up with 
demand in one industry after another. 


slump came in March. Hotel oper- 
ators are again talking about giving 
a forgotten thing called “service.” 
They’re speaking right up to their 
employes. Many of them are firing 
the lazies, and that’s putting a scare 
in the socalled “help” they keep on 
the job. 


Many hotel men have been itch- 
ing for years to kick out a mess of 
drones and here comes the toe. Hotel 
workers, in the long ago, used to be 
right nice and cordial to guests. May- 
be the day is coming back. 


One of those truckers who carry 
bright, shiny new motor cars over 
country roads out of Michigan, 
showed up at a dealer’s showroom in 
Chicago the other day and asked if 
he might unload them. 

“Nope,” said the dealer, “I’ve got 
43 on my lot now. That’s too many.” 

“Gosh,” said the trucker. “They 
gave me these at the factory and 
told me to deliver them to anyone 
in Chicago who'd take ’em. You’re 
the fourth dealer I’ve called on and 
no soap.” 

(If you listen to the airwaves, 
perhaps you’ve noticed some almost- 
hysterical car selling recently.) 
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PHILIP SALISBURY 
Editor 
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A man closely identified with the 
furniture business told me the other 
day: “Furniture manufacturers are 
trying to maintain the allotment jlly- 
sion but some of them are having 
trouble. Especially the case goods 
people. They'll talk allotment to a 
dealer, but if he isn’t looking he’s 
likely to get twice his allotment.” 

Radio manufacturers began to ad- 
mit months ago that they were top- 
heavy with table models, but they 
maintained that they were very short 
of consoles and all floor models. Look 
around. That illusion has pretty 
much vanished. So now they’re put- 
ting up a big excitement in the tele- 
vision field. One radio man told me 
the other day that his firm was com- 
ing out with a $179.50 television 
set; another said his would be 


$169.50. 
Not a Bit of Trouble 


If you want to start up one of 
those self-service laundry deals in 
your basement, you won't have a 
bit of trouble in buying all the equip- 
ment you want from any one of a 
half dozen manufacturers of wash- 
ing machines. Nor will you have a 
bit of trouble if you want an electric 
refrigerator or a home freeze unit. 
Just indicate you’re in the market 
and the salesmen will woo you like 
an old maid in leap year. 

Remember how two or three years 
ago (SM 2/15/45 “The Black Mar- 
ket in Travel’) I told you of a 
ticket reservation desk in a Loop 
hotel where the two porters on the 
job were supposed to be cutting up 
$1,000 a day or more for getting 
train reservation on the theory that 
they had to split with the railroad 
ticket men who held out the reserva- 
tions, to share the squeeze? Well, 
over that desk today is a sign saying: 
“Official. No charges.” 

Remember how I wrote you telling 
about the Big Tips exacted from 
traveling men: About $8 to get 4 
sample trunk in and out of a hotel ; 
about the bell hop who said he was 
making more money than the banker 
made in salary back in his home 
town. Well, that bellboy is com 
plaining that the tips are very thin 
these days. He isn’t making as muc 
as the hotel manager any more. 

A friend who is in position 
know something about it told me the 
other day that “cash sales” for tele 
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“Always giving something extra!” 


*Just ask your 
Raymer representative 
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— 96% dally in this 
market of 364,601 families 


— 97% on Sunday — makes the 


| 
AND THE 8 COUNTIES 


Western New York's Only 
Morning and Sunday Newspaper 


Representatives: 
OSBORN, SCOLARO, MEEKER & CO. 


ASK THE 
BRANHAM MAN 


+ Why 


82 


grams, over-the-counter _ business, 
were going to pot. Fifty % off in 
California cities and 30% off in some 
Florida cities. He added: 

“They don’t wire 10 hotels asking 
for reservations any more. Now they 
send only one wire, or they write, 
or maybe they just walk in and ask 
for a room. They don’t wire home 
to their friends saying, ‘It’s nice 
here, when they go on vacations.” 


Perhaps you’ve heard the stories © 


coming out of California and Florida 
about all those night clubs going 
broke and closing down. Eight in and 
around Los Angeles recently in 10 
days, a friend of mine out there 
writes. He’s in the business and 
worried. 

I'll bet you can walk into any 
store now and buy a carload of elec- 
tric appliance, aluminum ware, china- 
ware, glassware, cutlery, or towels 
or linen. I ran into a manufacturer 
of women’s apparel this week and 
asked him how’s business?. “The 
honeymoon’s over,” he replied. “And 
the buyers I sell to are smart. They 
know it.”’ No chance, he added, of 
keeping up the illusion of shortage. 

Yes, we've got strikes: printers, 
coal miners, killers in the stockyards, 
as this is written. But you don’t 
hear the old hysteria about getting 
the men back to work pronto. It 
isn’t so good a time to strike. A lot 
of the strikers may be left to fry in 
their own juices. 

For example, the linotypers who 
went out in Chicago months ago 


have walked in the cold and snow 
and sleet and rain all winter and 
their faces are very sad. One of 
them dropped dead as he trudged, 

That ole debbil, supply and de. 
mand, is getting in his licks. 

I saw the figures on frozen food 
manufacture the other day. Frozen 
food production soared in 1946, but 
what a whale of a beating the busi- 
ness took last year! Buyer resistance. 

Right after the war convention. 
goers tumbled into the big cities like 
a rabble and spent like hell. Fewer 
are coming today and more of them 
are leaving their wives at home, 
Many who took suites are now tak- 
ing rooms. They go home quicker 
after the conventions are over. This 
isn’t guess. I get it from fellows 
who “sell conventions.” 

Now, don’t get the idea that I’m 
nothing but blue about all this, but 
I do think that we are starting to 
wring out the inflation. I think we 
are going to get back to selling. 
Proof: Look at the “deals,” a sure 
sign. Look at the return of the box 
tops. Look at the rise in the premium 
business. You can get hair brushes 
for soap wrappers again, and all such. 
They’re not allotment items. 

I guess this day had to get here. 
From now on out, barring a fresh 
new war, we've got to do some of 
the sellingest selling we’ve done in 
years. Fixed for it? 

With best wishes for your con- 
tinued prosperity, 


Lester B. Colby. 


EXECUTIVES ALOFT: Officials of Red Devil Tools, Irvington, 
N. J., makers of painters’ and glaziers’ tools, make extensive use of 
their Beechcraft Bonanza, four-seat business plane. It is flown, 
usually, by the son of Red Devil’s president, George Lee. 
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Baby Departments Roll Up 


Dollars for Drug Stores 


Sales of baby goods hold up—even mount in the normally 


slow summer months for drug stores with regular infant de-_ 
partments, a Centaur-Caldwell study shows. Sales skidded 
tor these outlets in which products were not featured. 
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CATERING TO BABYDOM: Centaur-Caldwell display is designed to pro- 
vide a nucleus for a regular baby department. 
may be shown with the display piece. 


In 1947 sales of infants’ products, 
through drug stores alone, piled up a 
new record—$200 million. Much 
credit for this unprecedented volume 
must be given to Mr. Stork who 
made 3,730,000 calls in the United 
States last year. 

What drug stores are profiting 
most by this baby product boom? 
A study made by Centaur-Caldwell 
Division, Sterling Drug Inc., pro- 
vides evidence that those retail drug 
outlets which have established regular 
baby departments are out-selling 
those without such merchandising set- 
ups, 

The company, 
Fletcher’s 


Powder, 


manufacturer of 
Castoria and Z.B.T. Baby 
conducted the study in five 


drug stores located in towns in New 
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Approximately 30 items 
Serves for counter use also. 


Jersey. Feature of this study was a 
comparison of August ’47 sales with 
those of the previous month. Inven- 
tories of baby products in the five 
outlets were obtained beforehand by 
an independent research organization. | 
The month of August was selected | 
for the test because it is recognized | 
as a more or less slow period, a 
warm weather and vacation month. | 

Stores No. 1 and No. 2, with no| 
baby departments either before or | 
during the test month, experienced a 
marked dip in baby goods business. 
Store No. 1 did 25% less business, | 
and Store No. 2 showed 18% less, | 
than in the month of July. 

Stores No. 3 and No. 5 experi- 
enced interesting gains during the test | 
month in which, at Centaur-Cald- | 


aaa 


premiums and the 


IDEAS 


Here’s how 
one big chain company 


BOOSTED STORE 


TRAFFIC GS% 


The problem was the kind you 


come across every day in your 


How to increase traffic in 
a certain department in order to 
boost 


business: 
sales. We recommended a 
premium deal as the solution... 
developed an appropriate plan. . . 
and furnished a 5-piece cutlery set 
as a self-liquidator (it was easy to 
choose just the right item from 
Ekco’s 331 famous products). As a 
result, traffic zoomed over 43% in 
5 weeks; what's more, the company 
made a nice direct profit on the 
premiums alone—in all more than 
100,000 knife sets were sold! 

Do you have a sales problem that’s 
tough to answer? Our premium coun- 
selors are thoroughly seasoned . . . have 
developed many successful plans for all 
kinds of business. They are located from 
coast to coast and their ideas are avail- 
able without obligation. Call, write, or 
wire our Special Accounts Division. 


Bolt Wilson 


Sales Manager 
Special Accounts Division 


-EKCO PRODUCTS COMPANY 


1949 N. CICERO AVE., CHICAGO 39 
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well’s request, they established special 
baby departments. Store No. 3 in- 
creased business by 135% and Store 
No. 5 showed a gain over July of 
184%. These gains were made on 
the strength of the baby departments 
alone. The stores received no point- 
of-sale material, space advertising or 
promotional support from Centaur- 
Caldwell. 

Store No. 4, which always had 
made a specialty of baby products 
and had a well established baby de- 
partment, showed no decrease even 
though August is a month in which 


baby products sales may be expected 
to dip. Baby goods sales for July 
totaled $233.02 and for August 
$233.17. 

As a result of this study (now 
continuing in various parts of the 
country) Centaur-Caldwell is all for 
encouraging baby departments in 
drug stores. Equally enthusiastic are 
the retail druggists who have seen 
the results of the initial study. 

The company has developed a cen- 
ter-piece for a combined window dis- 
play providing point-of-sale advertis- 
ing for Fletcher’s Castoria and 


The DAKOTAS Bis 


Rate HIGH in U.S. Farm Market 


ACRES 


BARLEY 


WHEAT 
2nd 


BUSHELS 


The DAKOTAS TODAY offer the 5th largest of 
all Farm Markets in the United States. 


1947 U. S. Department of Agriculture crop pro- 

duction totals show that the Dakotas lead the 
ND. nation in both total acreage and total bushels of 
-- Flaxseed, Barley and Rye. Wheat, Oats and Corn 

closely follow in their U. S. market position. 


37,990,000 Dakota acres yielded 565,213,000 
bushels of principal grains, with a total crop val- 
uation of $1,396,312,000.00! 


In the DAKOTAS TODAY the publication that 
is of the most use to the most people and is the basic 
advertising medium for the territory, is, 


ABERDEEN, SOUTH DAKOTA 
J. P. MALONEY, Advertising Manager 
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Z.B.T. Baby Powder as well as for 
such related baby items as baby foods. 
bottles, nipples, rubber pants and 
diapers. Approximately 30 items may 
be shown with the display piece. Sale 
representatives of Centaur-Caldwel} 
are pointing out to retail druggists 
that the four-color display will prove 
useful for National Baby Week 
(April 25—May 1) and that it also 
can serve as a permanent attention. 
catcher in a baby department. 

The four-color central piece meas- 
ures 27 inches by 31 inches and comes 
with several auxiliary display pieces 
—cutouts in the form of _ babies, 
Dummy cartons of Fletcher’s Cas- 
toria and Z.B.T. baby powder are 
provided. 


Sell Repair Service 
By Direct Mail? 


Mail handling takes the 
drudgery out of Schick 


razor repairs. 


Ever drop your electric shaver on 
the floor? To repair the damage, 
Schick, Inc., Stamford, Conn., has 
about 40 repair stations in the United 
States operating as Schick Service, 
Inc. They do a thriving mail order 
business. Why? 

Out of three shavers needing re- 
Pairs, two of the owners bring them 
to the shop, the third resorts to the 
mails. Sometimes the owner lives at 
a distance, but more often, though a 
city dweller, he has discovered the 
time-saving possible by mail. 

When the shaver comes in by mail, 
Schick Service, Inc., repairmen esti- 
mate the parts and labor required, 
set a price on them, and mail to the 
customer a form, showing the costs. 

But on the repair cost report, 
Schick makes a bid for the sale of a 
new razor. Schick offers two trade- 
ins, one for a two-head new shaver, 
the other for a single-head model, at 
a lower price. 

But until lately, repair customers 
were not being converted so readily 
to buyers of new shavers. Expert 
menting with its repair order report 
form, Schick found it could be turned 
into simple, but effective sales litera- 
ture. All Schick has done is to add 
to the repair report form pictures 0 
the two new models, together wit 
a small amount of copy. 

What if the customer does not 
reply to the trade-in offer? In this 
case, Schick makes the repair, as di 
rected, and returns the shaver C.O.D. 
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fe Facts About 
‘a the QUAD-CITIES 


he e@Largest market in Illi- 
| nois and Iowa, outside 
of Chicago. 


he e@Over 203,000 urban 


population. 
il, 
ti- @ Average family income 
od, exceeded $4,400 in 
™ 1946. 
ts, 
rt @Over $175 million in 


retail sales in 1946. 


@Farm machinery manu- 
T, facturing center of the 
at world. 
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POP’’ reaches to the ILLINOIS side 


for most of his pills and drugstore needs 


Quad-Cities ‘‘Pop”’ isn’t a puny kind of a guy—he’s normally 
robust and healthy. But like all us average mortals, he some- 
times comes down with the sniffles or occasionally has to nurse 
a hangover. And when he does, he most often calls on the 
drug stores on the JJJinois side for his needs. 


Yes, nearly 60% of Quad-Cities’ population Jive on the Illinois 
side. Naturally, they buy their drug needs near their homes— 
in the area covered by the Argus-Dispatch newspapers. 


National Representatives — The Allen Klapp Company 
New York Chicago Detroit 


ON 
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SCREENS 


Pictures projected on Da-Lite Crystal- 
Beaded Screens are three times as 
bright as on walls, sheets or plain 
white screens . . . This finer picture 
surface is the result of Da-Lite’s 39 
years of leadership in screen manu- 
facture . .. Available in 41 models 
and sizes including the Challenger 
shown above. (America’s favorite tri- 
pod screen. Octagon case, lightest 
weight and many other exclusive fea- 
tures.) ... Public demand has quad- 
rupled Da-Lite production, permit- 
ting prices lower than 10 years ago. 


Why Da-Lite Crystal-Beaded 
Screens Show Brighter Pictures 


4. Three opaque coat- 
ings. 

B. Non-cracking, non- 
sagging fabric of 
highest tensile 
strength. 

Cc. Multi-layer Pyroxy- 
lin facing. 

D. Coating fuses beads 
to Pyroxylin. 

FE. Da-Lite Crystal 
Beads—for maxi- 
mum brightness. 


Write for NEW, FREE 16-Page 
“Miniature Catalog"! 


e 


LSS 


\/ 


. - 
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‘ 


WORLD'S LARGEST SELLING 
SCREENS SINCE 1909 


| DA-LITE SCREEN CO., INC. (SA) | 
| 2705 N. Pulaski Rd., Chicago 39, Illinois i 
| Please send me your new 16-page booklet | 
| on Da-Lite Screen models, prices, size | 
| charts and projection data. 1 
! | 
S Ra oc s 6000006000 080460s000008 5460000080 | 
1 I 
} Pe Fs ov odrctescccccssenbaceceteces 
is | 
i BOE 6 6.6 6 eh che eeeedénseecesceeeenseeseé i 
! Ce cnccccccescessces Zone...... State... ! 
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AMPAIGNS AND Maren, 
SSS, 


“Buy-of-the-Month" 


Telecoin Corp. has launched its 
‘Buy-of-the-Month” promotion, first 
mail-order merchandising program to 
offer special monthly apparel and 
household commodities through a na- 
tional chain of retail outlets. The 
program is offered only in the self- 
service laundry stores bearing the 
‘‘Launderette” name, a trade-mark of 
Telecoin Corp. The chain numbers 
1,300 stores serving more than 1,- 
500,000 customers weekly. 

Opening month’s promotion is a 
tie-in with Broadway Fashions, Inc., 
New York City, and offers. a choice 
of 27 new spring fashions for women 
and girls. Successive “Launderette” 
B.O.T.M. promotions are planned to 
offer further selections for women, 
fashion accessories, items for men and 
infants, diapers, kitchen gadgetry, and 
toys. 

Customers make their choice trom 
a special brochure available at each 
store, fill out a self-addressed order 
card, and drop it in a mailbox. No 
postage is required. Orders are filled 
by the manufacturer, and delivered 
to the customer C.O.D. Operators 
have no problem of inventory and 
bookkeeping. Satisfaction is assured 
by a money-back guarantee on every 
B.O.T.M. 

The advertising program in sup- 
port of the promotion includes news- 
papers, magazines of national circu- 
lation, and extensive local promotion 
via the participating stores. Lynn 
Baker, Inc., is the advertising agency. 

Plans call for 800-line advertise- 
ments to appear in Sunday editions of 
27 key newspapers in the East, 
Middle West and South. A full- 
page advertisement in Life inaugu- 
rates a series in general magazines. 

Supplementing these media, Tele- 
coin is supplying all operators with 
three-color, 28- by 40-inch window 
and wall displays picturing selected 
costumes featured in each month’s 
offer. Streamers also have been dis- 
tributed to convey the message in 
condensed point-of-sale form. 

Roy Elmquist, vice-president and 
general manager of Broadway 
Fashions, has cooperated with Nor- 
man R. Anderson, Telecoin merchan- 
dising manager, in preparation of a 
special “Launderette Stores’ Buy-of- 


the-Month” brochure. The booklet 


pictures each of the 27 models, anj 
accompanying fashion copy detail 
materials, color choices, and _ price, 

Selections in the first promotion 
cover quality clothing in 100% wool 
silks, rayons and other fabrics, in sizes 
9 to 52. They range from casual 
jumper dresses and sports togs to 
“date” frocks, coats, and town suits, 
Prices start at $5.98. 


Lumite Promotion 


The Lumite Division of the Chi- 
copee Manufacturing Corp., pro 
ducers of the new Lumite plastic 
screening and upholstery fabrics, is 
launching one of the largest adver- 
tising campaigns ever conducted by 
any weaver of screen cloth in the 
industry's history. 

Brand identification will be em- 
phasized by the name ‘“Lumite’ 
standing out on a screen background 
in illustrated advertisements show- 
ing the uses of the screening on 
porches, doors and windows. Head- 


\ SO, 


7 \ 
it’s a sunny day’ 
on top 


Don t let overcast skies 
| foo! you about travel 
Right above is brilliant 
sunshine Leave rain and 
clouds to those below 
and travel inthe sunwith 


CHICAGO 


? Minute 


CINCINNATI 


| Hour 10 Minutes 
MIAMI 


B Hours 42 Minutes 


Municipal Airport 


SUNNY SIDE is up where Delta DC’ 
fly above overcast. Delta Air Line series 


cartoons idea to the weather-worried. 


lines will feature Lumite as a new 
kind of screening and copy will stres 
its rustproof, stainproof, and life-last 
ing qualities as well as the fact that tt 
eliminates staining of side walls 
never needs to be painted and can be 
cleaned with a damp cloth. _ 
Beginning with the April issués 
Lumite screen advertisements 


half-page, black and white, will a> 
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STAR SALES TRAINER is “Easy,” cartoon char- 
acter in a motion picture used successfully by 
Stokely- Van Camp, Inc., to prepare retail grocery 
personnel for “Stokely Week”’ sales. Other bright 
stars in this food packers’ promotional campaign 
are 12 Bell & Howell Filmosounds which have 
already provided theater-quality presentations of 
the film to more than 14,000 people. 


tree 


THINK WHAT YOU COULD DO with a commercial 
film . . . the business-building story you could 
tell, thanks to the almost limitless scope of a 
sound movie. Capable film producers are near 
you, ready to help you weigh the possibilities. 
Write us for their names. 


BELL & HOWELL COM- 
PANY, 7190 McCor- 
mick Road, Chicago 
45. Branches in New 
York, Hollywood, 
Washington, D.C., 
and London. 


FINE PROJECTORS are 
a “must” if your film 
is to be fully success- 
ful. And the finest 
16mm _ sound film 
projector, most com- 
mercial film users 
agree, is the... 
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COURTEOUS EMPLOYEES enhance the nationwide 


reputation of Marshall Field & Company’s 


Chicago department store, thanks in part to a 
clever training film. Made for Field’s own use, 
the movie proved so effective that many other 
firms bought duplicates. Connoisseurs of quality, 
Fields chose the quality projector—Filmosound 
—to present this and other training films. 


SALES BOOSTERS for Parker Pen Company are 
the convincing sales presentations made by re- 
tail clerks since Parker instructors began training 
with motion pictures. Two films on product 
education and two general sales training films 
are being shown to groups of clerks throughout 
U.S.A. with excellent results. Parker’s 11 three- 
year old Filmosounds are giving Al service in 
this arduous road-show merchandising program. 


NEW YORK (16), 79 Madison Avenue . 


ACTIVITIES 


ON OBSCURE DEALERDOM 


fees 


sis 


ACB Research Service furnishes pertinent current 
facts to work with in both national and local newspaper advertising 


Do you know exactly the extent and manner in 
which your dealers advertise your products to 
their homefolks in the local newspapers? 


This dealer tie-in advertising is often the make- 
or-break for important national schedules .. . 
its presence or absence often indicates a dealer’s 
potential . . . yet appearing at uncertain inter- 
vals in any of the 1,738 daily newspapers pub- 
lished, it is practically impossible to get a coher- 
ent picture of it except by ACB Research Re- 
ports. You can likewise keep informed on what 
your competitors’ dealers are doing. 


ACB reads every advertisement in every daily 
newspaper published. Your advertising agency 
knows ACB especially as the official distributor 
of advertising tear sheets. Several hundred 
manufacturers, advertising agencies and pub- 
lishers use its research service to keep them- 


SEND FOR ACB CATALOG 


Describes 12 ACB Newspaper Research 
Services including Dealer Tie-in Re- 
ports; Specified Tearsheets; Advertis- 
ing Allowance; Schedule Listings; Mat 
Analysis; etc. Gives details of cost, 
coverage, list of users. 


CHICAGO (5), 538 South Clark Street . 


selves fully informed about fields in which they 
are engaged, or expect to be engaged. 


These services are surprisingly moderate in 
cost, even though they are made to order for 
each subscriber. They are valuable in many 
ways to merchandisers who want a prompt 
accurate picture of dealer advertising activities. 


TYPICAL ACB RESEARCH SERVICES 


Dealer Tie-In Reports. Checks dealer co-operation on your 
brand and/or your competitor’s brand. 


Tear Sheet Service. Full tear sheets supplied on competitive 
national; or your own or competitive dealer advertising. 


Schedule Listings. Daily review of any new schedules or in- 
sertions appearing in daily newspapers. 


Unduplicated Copy Service. Gives you as they appear, new 
copy themes— new products—uses—new ideas for manu- 
facture; advertising; selling. 


SAN FRANCISCO (5), 16 First St. 
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pear in The Saturday Evening Post, 
Better Homes and Gardens, The 
American Home, Popular Mechanics, 
Popular Science Monthly, Good 
Housekeeping, Country Gentleman, 
and the spring and fall issues of 
Small Homes Guide. 

Trade advertising for the screen- 
ing will appear in Hardware Age, 
Southern Hardware and American 
Lumberman with one-half, one-quar- 
ter and one-eighth page advertise- 
ments, in black and white, plus a 
second and fourth cover during the 
screening season and the June front 
cover and the December second cover 
of Hardware Age. 

To promote Lumite plastic fab- 
rics, now being sold primarily to au- 
tomobile seat cover suppliers, theater 
seat and furniture upholsterers, two- 
color advertisements have been sched- 
uled in Automotive News, Motor, 
Motion Picture Herald, Upholster- 
ing, Bus Transportation, Detroit 
Athletic Club News, Plastics Direc- 
tory, and a four-color insertion in 
Modern Plastics Encyclopedia. 

Geyer, Newell & Ganger, Inc., is 
the agency. 


Power Drives by Motorola 


With an advertising budget for 
1948 in excess of $2,500,000, Motor- 
ola, Inc., Chicago, will open its larg- 
est post-war advertising campaign in 
May with seasonal “power drives” 
in national magazines and_ business 
publications, and with an expanded 
cooperative newspaper program. 

Currently Motorola has been spon- 
soring weekly two-hour telecasts over 
Station WBKB, Chicago, and on 
April 1 began a weekly one-quarter 
hour telecast on NBC’s five-station 
eastern television network. The pro- 
gram, titled ‘The Nature of 
Things,” presents a 26-week series of 
actual scientific and mechanical dem- 
onstrations. 

Opening gun of the campaign will 
feature “the newest ideas in portable 
radios” in color bleed pages of 13 
national magazines whose paid circu- 


HELPING raise $60,000,000 to feed the 
world's children is this symbol of American 
Overseas Aid—U.N. Appeal for Children. 
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MINNIE 


APROPOS is "Minnie," new trade figure 
promoting the marine finishes of C. A. 
Woolsey Paint & Color Co., Inc., via the 
boating magazines, flyers and post cards. 


lation totals 40,465,534. Simul- 
taneously, comprehensive trade cov- 
erage will be gained with color pages 
in eight leading business publications, 
while intensive direct promotion will 
be obtained with dealer aids, store 
identification signs, merchandise dis- 
plays, stuffers, window displays, wall 
posters, line broadsides, interior ban- 
ners and window decals, and con- 
tinued heavy use of the Motorola 
roadside program. 

The spring and summer phase of 
the campaign will feature Motorola’s 
“first really new” portable radios 
the new Sporter, a five-tube, AC/DC 
or battery operated set, and Motor- 
ola’s already popular three-way Play- 
mate, Jr., and midget sets. Simul- 
taneously, Motorola will be promot- 
ing its latest achievement, top- 
performance television—produced to 
sell at a retail price for average- 
income families. 

Consumer magazines being used 
include The American Weekly, 
Better Homes and Gardens, Coronet, 
Esquire, Field & Stream, Holiday, 
Life, National Geographic Maga- 
zine, The Saturday Evening Post, 
Seventeen, Sports Afield, This Week 
Magazine, and True. Business pub- 
lications include Arts & Architecture, 
Electrical Dealer, Electrical Mer- 
chandising, National Furniture Re- 
view, National Furniture Review Di- 
rectory, Radio & Television Retail- 
ing, Radio & Television Weekly, and 
Retailing Home Furnishings. When 
Retailing Home Furnishings becomes 
a daily newspaper in June, Motorola 
front-page copy will appear in every 
issue—over 300 times a year. 

Roadsigns will bring Motorola 
radio and television messages to an 
estimated 35,000,000 motorists on 
the Nation’s highways. While the 
full schedule of newspaper advertis- 
ing for the campaign has not yet 
been outlined, company and coopera- 
tive dealer advertising in newspapers 
nationally will be in keeping with the 
rest of the campaign. 

Gourfain-Cobb Advertising Agen- 
cy, Chicago, is handling the cam- 
paign. 
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NEW JERSEY'S FOURTH LARGEST MARKET 
Bayonne 


CANNOT BE SOLD 
FROM THE OUTSIDE 


440% More Coverage 


al a 


F a ‘. 


THE BAYONNE TIMES 76% 


| ALL OTHER PAPERS COMBINED 


No wonder THE BAYONNE TIMES con- 
sistently outpulls all other newspapers in 
this market. No wonder this wealthy city 
($67,205,000.00 Retail Sales 1946) can be 
sold by THE BAYONNE TIMES alone — 
93% home delivered . . . Send for a copy 
: _— BAYONNE TIMES Market Data 
ook. 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., N. Y. © 228 .N. LaSalle St., Chicago 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Advertising in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. 


NOTE: We now have facts compiled by the 

Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information. 


poe jflits? 
BLOOMINGDALE'S 


gets them 
by using 


Write to the 
REPLY-O PRODUCTS CO. 


150 WEST 22nd St., NEW YORK 11 


. SERIES . NUMBER 6 


WHEN CANAL STREET 


CATERED TO fi 
CARRIAGE TRADE Shop Talk 


Antics in the Archives: The Keeper of the Morgue com- 
plained, lately, that we'd run out of filing space. So I wandered 
back to take a look. A housecleaning was long over due. It was 
time to get rid of a mass of old photos and exhibits for which we no 
longer might have a need. (I hasten to explain that “morgue” is 


publishing lingo for the place where photographs are classified and 
filed. ) 


A formal library indexing system is a little elaborate for a business 


yaper, so, over the years, we've had to develop our own system for 
... the Arnold Constable store was = eee? om ’ . — “pte Pe gisae 
reading publications which later eeping track of things. It’s not without its peculiarities. I was 
became identified with the Haire intrigued by the way our Production Associate had solved some of 


Merchandising group. 


her more baffling problems. She had tabbed one folder, simply, 
“Ain't Nature Grand?” She had one called “Gadgets.”’ 


Between “Glass” and “Hotels” reposes ‘“‘Hands,” all disembodied. 
There is a folder for “Post-War Living,” and one for “Pretty 
Girls,” although our opportunities for cheese-caking in SM are 
limited both by our editorial scope and our editors’ purple aversion to 
publicity corn. One batch of photos, all dated 1942 to 1945, is 
sheathed in a cover labeled ‘““War Is Hell.” 


Even though the international situation is tense, we're optimis- 
; tically disposing of “War Is Hell,” and of “Military Equipment” 
rl (much of which might now be transferred to “Antiques’’), “Victory 

and CUR RE NTLY Gardens,” “Salvage” and ‘War Posters.” We're throwing out half 
eee a drawer of’ “Publicity—Stinky.” The new folder for that one is 


Arnold Constable on called, more elegantly, “Sweetheart of the Corn.” 
Fifth Avenue holds sub- 


scription to all of the ® , . ‘ 
Meise fashion publice- Monkey Business: !t was just a gag for the flat-footed and 


tions. weary attending the National Convention of the Institute of Radio Engi- 
. neers in New York in March. Westinghouse set up an "“Oomphmeter.” 
A visitor was invited to place both palms down on a metal surface. The 
meter thereupon registered one of the following readings: ‘Nearly 
Dead”, “Take a Tonic", "Try Oysters”, “You Are Alive", "Fully Charged”. 
It may be only the harbinger of the Spring-time, but most of the cus- 
tomers were ordered to "Take a Tonic.” 


Howdy, Stranger! When I commented, several months ago, 
on a visitors’ “welcome” booklet handed to callers at the Stanley 
Works headquarters, and cited it as a demonstration of good public 
relations sense, I started a chain reaction which has since brought 
many more samples of such printed pieces. 


The latest, and one of the best I’ve seen, comes from Welbilt 


Stove Co., Maspeth, Long Island. It’s die-cut in the form of a 
; stove. Copy is as friendly as the tail-wag of a cocker spaniel. After 
| | a page headed “We're really glad to see you!’, listing department 
heads, comes one inquiring ““What’s Your Problem?” 
aw 


It goes on “Gotta Call?” (locatiog of phones) . . . . “Gotta 


: + a Travel?” (time tables) .... “Gotta Write?” .... “Gotta Rush?” 
MORE EFFECTIVE BECAUSE .... “Gotta Go?” .... “Lost?” .... “Hungry?” .... and 
THEY’‘RE MORE SELL-ECTIVE “Curious?” The last paragraph invites visitors to browse around 

ae 


the showroom. 


SPECIALIZED | There’s a map of the New York Metropolitan area, a tabulation 
MERCHANDISING showing the visitor how far away he is, in minutes, from key points 
PUBLICATIONS in Manhattan. I’m pretty sure W elbilt’s advertising agency, Milton 
Stern Co., 33 West 34th St., New York City, would send you a 
4470 BROADWAY, NEW YORK 1, H.Y. | copy if you’d like to have one. 
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Time Savers: SM has made a practice of investing sizable num- 
bers of editorial man-hours in assembling reference lists, lists of 
sources, and other compilations which can be of special value to the 
company that does not have either a library or a well-manned re- 
search department. 


In this issue, to cite an example, we bring you an up-to-date revision 
of our "Sources of Information for Business Men." I+ classifies various 
types of industrial and economic information, noting what is available 
and where. 


We are currently revising another popular reference piece, our 
list of New York buying offices and the department stores they repre- 
sent. By early fall, we hope to complete a new list of map sources. 


Meanwhile, if you have not already obtained them, you might like 
to order, from Readers’ Service, any of the following: List of Los 
Angeles resident buying offices (10c) ; list of Chicago resident buying 
offices (10c); “A Selected Reading List for Professional Salesmen” 
(5c); “A Current Reading List for Sales Executives and Sales- 
men” (25c). 


The Body: My work takes me to many organization meetings. 
Meetings of sales managers. Meetings of management personnel in 
specialized fields. Meetings of editors. Meetings of trade asso- 
ciations. A few good, many mediocre, some a total waste of time. 


We often examine, editorially, the faults in convention and ‘meet- 
ing management . . . . badly chosen speakers and chairmen, poor 
programming, stuffy rooms, visuals that don’t visualize, the inter- 
minable talk, talk, talk. Maybe we'd better look at the other side 
of things for a minute. What's wrong with the audience? 


This is what I think is wrong: The great majority of professional 
people who attend meetings as organization members are like so 
many dead bodies in the audience, each one daring some speaker to 
try to resurrect him to life. The Body is there. But the spirit is 
comatose, the mind is cataleptic. 


It has always seemed to me to be futile to belong to any organiza- 
tion if you don’t understand the principle that the way to get some- 
thing out of it is to put something in. 


What you can get out of an association with fellow workers de- 
pends upon your making a conscious effort to stimulate and con- 
tribute to interchange of ideas. It depends, too,supon your making a 
conscious effort to sift the information presented in meetings, to find 
the ideas that are potentially valuable to you . . . and use them. 


Have you ever picked up some of the discarded notebooks left 
behind on convention chairs? The pages start off boldly with the 
name of the speaker and his subject. A stray percentage figure is 
placed in a circle. There are doodles of Grecian borders and daisies 
with faces on them. There might even be a sententious statement, 
“More salesmanship needed,” or “Prices too high.” Then the re- 
mainder of the page is blank. 


I’ve seen some of these where I knew the identity of the speaker 
and heard that speaker through an excellent presentation, full of 
valuable ideas. It was the auditor who failed. He presented only 
a blank mind to the man at the microphone. He wasn’t smart enough 
to catch the ideas as they were pitched. Sometimes I wonder why 
busy, brilliant men and women ever accept a speaking invitation. 


You can’t made a championship football team out of three brilliant 
backs and eight deadheads. And you can’t draw dividends out of a 
Protessional organization if it’s handicapped that way either. 


A. R. HAHN 
Managing Editor. 
APRIL 15, 1948 


How to Geaz 
theLawofAverages 
in Selling 


—if you offer a 
product or service 
used in building 
or construction 


Your selling of materials, 
equipment, furnishings or 
services can be made more 
productive when you reduce 
the range of the “law of 
averages” to a concentrated 
group of identified potential 
buyers—as shown by Dodge 
Reports. 


At each stage of construc- 
tion, Dodge Reports tell 
what you need to do... who 
must be seen... and when 
buying decisions will be 
made. 


You get authentic facts as- 
sembled by 671 Dodge news 
gatherers, that will enable 
you: 


1.To make prospect-find- 
ing more economical. 


2.To put the timing ele- 
ment into your sales 
plans. 


3. To size up your poten- 
tial market, allocate de- 
liveries, set sales quotas 
and territories. 


FREE BOOKLET 


“DIRECT TO YOUR MARKET” 


shows how you can benefit from 
Dodge Reports, how the Reports are 
prepared, how you can select a Dodge 
Report Service adapted for your spe- 
cific needs. Write for your free copy 
today. Address Dept. SM448. 


F.w. DODGE 


DODGE REPORTS 


F. W. Dodge Corporation 
| 119 WEST 40th ST., N.Y. 18 
Service in the 37 Eastern States 
conporation Offices in all Principal Cities 


Construction News for Selling © Direct 


Advertising © Research .e Control 
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Not that she couldn’t be. Poised, smartly groomed, every inch Miss 
College of ’48. Yes, the farmer’s daughter has come a long way. 


It isn’t just going to college... farmer’s daughters have long 
done that. But now they're going in style! Dressed in the latest fashions, 
driving the latest cars, they reflect the ever-growing wealth of 
Mid-America. 


oe RE eR a a ne — 


For years their fathers have sold all the grain they could raise . 
...all the stock they could feed... at the highest price level on record. 
Result: a new wealthy class has appeared right in the heart of 
the country! 


Naturally, these Mid-America farm families are getting everything 
that makes for a better life... all the comforts and conveniences. 
They’re getting ideas on better living, too—that’s why so many of 


them read Capper’s Farmer. 


More important to you, they read it for the products that will 
carry out their ideas. Your product in Capper’s Farmer is seen by a 
wealthy, buy-minded audience of more than 1,300,000 Mid-America. 
farm families. 


the magazine farm people 


believe in..... 


Cappers Farmer 


TOPEKA, KANSAS 
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Write or call us for the 
name of the Blue Streak 
mechanic nearest you 
You'll get expert service 
and superior parts. 


ADDRESS 


JOBBER'S NAME 


Parts ' 
tee kitten 
-- id bus 1$ purring Vike 
\ theo 


or call us 
| his name 


IGNITION PARTS 
JOBBER'S NAME 
wee TP tas) 


from 


If it's “zing” you want and extr | 
9 mileage per gallon, you've got to have 
your car . an ignition system that is function] 
— ing properly. Next time you're sched. 

— —- vled for a check up, call or wri 
—— us for the location of your nears 
Blue Streak shop. You'll find a rai 

on . able mechanic to inspect your igni 
system and replace “dead wood” with 
high quality Blue Streak parts 


ADDRESS 


—~ 


Are sales aids used? They are 
at Standard Motors because a 
territory man and a field man 
work with wholesalers; a dealer 
cooperation man serves dealers. 


Three-Man Territory Setup Keeps 
Sales Wheels Greased for Standard 


Based on an interview with J. FRED KENNY, 
General Sales Manager, Standard Motor Products, Inc. 


Do you ever wonder what happens 
to that display unit or other point- 
of-sale equipment that you install 
with so much pains and effort in 
retail outlets? How long is it used 
.... is it kept in shape... . does 
the distributor salesman keep it re- 
filled with your merchandise or does 
some competitor get the refills . . 
what happens when there’s change of 
ownership? 

These questions popped up with 
Standard Motor Products, Inc., 
Long Island City, N. Y., one day 
in a conference between H. O. Ros- 
enstein, vice-president and _ general 
manager, and J. Fred Kenny, general 
sales manager. For some time Stand- 
ard had been installing handsome and 
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efficient service stock cabinets through 
its wholesalers, and teaching dealers 
and repair men how to get the most 
out of them. 

But what happens after the novelty 
wears off ? 

‘The answers to these questions led 
to the launching of a new sales pro- 
gram in automotive parts merchan- 
dising: a Three-Man Territory Plan 
that has raised this firm from a posi- 
tion of one of the smallest in the au- 
tomotive replacement parts industry 
in 1929 to a place among the leaders 
today. The wholesaler is an impor- 
tant factor in the plan, and is made 
to know his importance. Each step 
of merchandising and the close dealer 
cooperation is executed through him. 


As a preface to explaining the oper- 
ation of the Three-Man ‘Territory 
Plan, Sales Manager Kenny cites a 
particularly significant development 
in the automotive parts industry. 
When Standard began installing iti 
service stock cabinets in 1928, igni- 
tion was about as much a mystery to 
most automobile repair concerns as 
to the average auto owner. All such 
work was done by auto electric serv- 
ice stations. Many a mature auto- 
mobile owner today can well remem- 
ber this era, when he went to one 
place for gas and oil, another for 
mechanical repairs, and to a third 
for battery or any electrical service. 

“However, Standard started 4 
sales organization direct to the deal- 
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* 
What a prize audience 
editorial screening of 
families gives you for in- 

surance and for cars, 

cod-liver oil, skates, mat- 
tresses, soup, and radios 
for everything that 
contributes to a family’s 
security and happiness. 
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ere’s size — plus selectivity 


7. not only Better Homes & Gardens’ 3,000,000 
circulation that makes it important for you. 


It’s the fact that 100% serviee articles on better 
living in better homes appeal exclusively to husbands 


and wives whose big interest is home and family. 


They read BH&G not for entertainment, but for 
information, know-how and ideas. They’re as avid 
for ads that tell them something as they are for 


editorial — ads and editorial are on the same side 


Better Homes 


and Gardens 


CIRCULATIO,, over 3,000,009 
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of the fence in Better Homes & Gardens. 


BHA&G is the guide for better living to these families 

and that fact does a further screening job of 
holding only the families who are in a position to 
buy more in order to live better. (BH&G incomes 
are among the highest for all big magazines.) 


The BH&G representative will be around to tell 
you how editorial screening can give you the best 
market in the world, Better get all the facts from him, 


Mtties bist Strce Magarine 
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SELL 


No. 1 Market 


e WINSTON-SALEM 
e GREENSBORO 
e HIGH POINT 


IN THE SOUTH’S 


No. 1 State 


WSJS 


rAM) WINSTON-SALEM @ 


THE JOURNAL- SENTINEL STATION 


NBC 


AFFILIATE 
Represented by 
HEADLEY-REED COMPANY 


CLEARTYPE 
AND COLORPRINT 
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ALSO — Maps for all purposes... 
write for complete catalogue. 


AMERICAN MAP COMPANY INC. 
16 East 42 St New York 17, N.Y 


STANDARD'S general sales man- 
ager Kenny believes that the best 
way to keep an account function- 


ing is not to let it die out from lack of attention. "The life of our busi- 
ness, he says, “depends on frequent contact with the distributor . 
This discourages spot buying and tends to keep his stock in better shape.” 


ers through wholesalers,” Fred 
Kenny says. “It might be mentioned 
that in this case the dealer or repair 
man is taken as our consumer, be- 
cause the actual car owner leaves 
the brand of replacement parts en- 
tirely up to him as part of the over- 
all repair job. So, our selling problem 
was—and still is—to keep the dealer 
using Standard products. 

“In setting up the original pro- 
gram only one-third of the Standard 
salesman’s time was allotted to work 
with the distributor’s salesmen. The 
goal at that time was to prove to 
them—and thereby convert them to 
that point of view—that selling 
starting, lighting, and ignition parts 
was as simple as selling spark plugs.” 

The service stock display cabinets 
were introduced as a means to this 
end. Standard men went out with 
the distributors’ salesmen to educate 
the dealer and the wholesaler’s rep- 
resentatives, in the use not only of the 
parts Standard was selling but also 
of the cabinets in which this stock 
was kept. 


Stocks Keep Fluid 


“Standard’s approach to the dis- 
tributors was not only its quality 
line, but also its service to the deal- 
ers—as well as to the wholesalers 
themselves,’ Mr. Kenny emphasizes. 
“Stocks must be kept fluid and turn- 
ing over. Therefore, it was to the 
distributor’s interest for our men to 
work with his men, and teach them 
how to help his dealers. What Stand- 
ard sold—and_ successfully—was a 
dual service: 

“1. A service to the distributor 
through stock control and the edu- 
cation of his men. 

“2. A service to the dealer and 
repair man through showing them 


the additional profit they could make 
with ignition service. 

“Obviously this is expensive serv- 
ice, and can be applied only to qual- 
ity merchandise, which we were, and 
still are, manufacturing—if the repeat 
business is to be had. Clearly, too 
we must roll up volume.” 


How Dealers Are Served 


About the same time, Mr. Kenny 
says, his company also worked out 
an orderly plan for its dealer service. 
First, each dealer was registered and 
placed on a factory mailing list. This 
inaugurated direct mail service to 
dealers and repair men—a valuable 
service, not only for catalog and price 
list mailings, but to get technical in- 
formation to dealers and repair men. 

The technical bulletin service was 
started at the request of many dealers 
who looked to Standard as the source 
for such information. Another reason 
for starting it was the educational 
approach of the service stock deal and 
the let’s-all-prosper-together attitude 
of the whole sales program. Other 
manufacturers had published tech- 
nical bulletins, but practically all of 
them dealt with specific installations. 
No general information was available 
except in textbooks, which are never 
up-to-date. 

So in 1937 the company started 
its Blue Streak Technical Bulletin 
service, with bulletins issued eight 
or ten times a year. Today it rates 
as one of the most valuable services 
in the plan. Requests for back issues 
from new stocking dealers and repair 
men were so general that in self de- 
fense Standard now supplies each 
new registered dealer with a com- 
plete volume of reprints in a looseleaf 
leatherette binder. 

However, Standard 
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= A Double-Take 


T: double your take in St. Louis, 
better look twice at the St. Louis 


market story. Because it’s a two-sided eee | 


story — inside and outside. SEE OTHER SIDE 


RETAIL SALES INSIDE 
METROPOLITAN ST. LOUIS 
TOTAL NEARLY A BILLION 
DOLLARS ANNUALLY: 


To get your share, get on KMOX. For 


KMOX has a greater average audience 


within the Hooper zone, day and night, 


7 days a week, than any other St. Louis 
station.’ Year after year, 50,000-watt 
KMOX is the first choice in St. Louis! 


pymudennd — Sales Management, May 1947 
+ E. Hooper, Januar y 1948 
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SEE OTHER SIDE 
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Add almost another billion outside! 


TOTAL RETAIL SALES WITH. 
IN THE ENTIRE 78-COUNTY : 
KMOX TERRITORY* WERE 
CLIMBING CLOSE TO THE 


TWO BILLION DOLLAR 
MARK LAST YEAR! 


And the one sure way to reach all Mid- 
America is KMOX. With the largest 
audience in more quarter-hours all 


week long than ALL OTHER ST. LOUIS 


STATIONS COMBINED, Columbia’s 
KMOX is 


“The Voice of Mid-America!” 


. . ive ™ 
Represented by Radio Sales... Radio Stations Representat 


®BMB 50%-100% daytime area 
t$1,701,175,000 — Sales Management, May 1947 
*CBS-KMOX Listener Diary 1947 
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know after a few years how well 
its service stock cabinets were being 
used—how many registered dealers 
were still using them, and still using 
Standard products ? 

Nobody knew the answers. Since 
Sales Manager Kenny had voiced 
the query, he decided to find out by 
the simple though arduous procedure 
of going out and asking the dealers 
themselves for the answers. With a 
young man from the stock room, he 
canvassed all registered dealers and 
repair men on Long Island. He 
found that nine years after the plan 
of installing stock cabinets had been 
initiated, the mortality was about 25 
or 30%. Most of the dealers were 
still buying, but the beautiful display 
cabinets had died out in what the 
manufacturer considered to be far too 
many cases—labels were faded, stock 
mixed up, and the stock jars dirty. 

Mr. Kenny and his helper—who 
now is a district manager—found it 
quite easy to revitalize many of the 
accounts that had died out by re- 
labeling and re-arranging the stock. 
Out of this fact grew the conclusion: 

The best way to keep an account 
functioning is not to let it die out 
from lack of attention. 


Who Does What? 


This means follow-up. The plan 
of follow-up that Standard worked 
out as a result of this line of think- 
ing, is an exceptionally thorough- 
going sales and merchandising organ- 
ization. The three men who give it 
the identification of Three-Man 
Territory Plan are: a Territory 
Man, Field Man, and Dealer Coop- 
eration Man. The first two work 
with the wholesalers, and the third 
works directly with the dealers and 
repair men, Their respective duties 
line up about as follows: 

Territory Man or District Man- 
ager—This representative _ literally 
steps into the distributor’s organiza- 
tion as a specialized sales manager 
of starting, lighting, and _ ignition 
products. His work with the whole- 
saler includes training his salesmen 
how to sell and promote automotive 
electrical service. He conducts sales 
meetings for the distributor, and 
heads technical clinics—which are 
Important yearly events for each dis- 
tributor—held by a field engineer. 
Te also watches the wholesaler’s elec- 
trical parts stock and suggests maxi- 
mum and minimum stock levels. 

Standard has the reputation of 
setting up well paying territories. 
Sales Manager Kenny’s answer to a 
question about this is: “Our terri- 
tories are adjusted to the volume of 
business and number of distribution 
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100,003, coupon reburns— 
and no booklets to send ! 


> 


When you're up against deadlines, count on the 
speed of Air Express shipment to give you more time. 
But many a printer, advertising department and 
agency uses Air Express regularly throughout each 
production problem. With less rush, the job is done 
better. 

Air Express goes on every flight of the Scheduled 
Airlines. It’s the fastest possible way to ship or re- 
ceive, and day and night you get special door-to-door 
service—at no extra cost. Use this speedy, low cost 
service regularly. 


Specify Air Express-Worlds fastest Shipping Service 


eLow rates—special pick-up and delivery in principal U.S. towns 
and cities at no extra cost. 

e Moves on all flights of all Scheduled Airlines. 

e Air-rail between 22,000 off-airline offices. 


True case history: Philadelphia electrotyper always ships by Air 
Express. Typical experience: 21-lb. box picked up 4:30 P.M. on 
30th. delivered Des Moines, lowa, noon next day. 975 miles, Air 
Express charge only $6.45. Any weight inexpensive, too. Phone 
Air Express Division, Railway Express Agency, for fast shipping 
action. 


Rates include pick-up and delivery door 
to door in all principal towns and cities 


tlk y 
<4 
AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE U.S. 
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points. From the standpoint of good 
representation, we know that a worth 
while man must not be expected to go 
below a certain figure in his earn- 


ings, which a commission 
basis. 

“We teel that the life of our busi- 
ness absolutely depends on frequent 
contact with the distributor. Our 
average is a call every six to eight 
weeks. In urban centers some calls 
are made as often as every four or 
five weeks. Frequent calls discourage 
‘spot buying’ among wholesalers, and 


tend to keep their stock in better 


are on 


shape, due to the distributor’s reliance 
on our men in re-ordering.” 

Field Man — Here is another 
Standard man who works with the 
distributor. A junior man on a salary 
basis, he assists the Territory Man 
in working with the wholesaler’s 
salesmen. Using the distributor’s 
contacts, he creates new volume in 
Standard products by selling stock 
cabinet assortments, and teaching the 
accompanying distributor salesmen to 
do this independently. From the 
manufacturer’s point of view, all this 
adds up to the profitable practice of 


Announcing... 


NEW MODEL 63LM 


Underwriters’ Laboratories 
Listed 
Push-pull Miniature 
Tube Amplifier 


New Low Price 


OVIE-MITE 


16mm Projector with DUAL SPEED for Sound or Silent Films 


Entire projector weighs only 26 pounds. . 
with speaker, in one case only, 8xL114x151% inches in 


Write for com- 
plete details. See 
your industrial 
film producer for 
demonstration, 


size. Exceptionally well machined . . . rugged . 
produces beautiful, sharp and steady picture with un- 
believable sound movement and quality for both voice 
and music reproduction. 

Being used for audiences up to 100 people, on screens 
up to 72 inches, in darkened rooms. Reel capacity 


. complete 


- 


° 2000 ft. Universal A.C. or D.C. 105-120 Volt operation. 


Commercial model has small screen for desk top 


showing ... 
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MOVIE-M 


1105 EAST 1Sth ST 


same new low price. 
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ITE CORPORATION 


KANSAS CITY 6, MISSOURI 


turning small unit buyers into big 
volume accounts. 

Dealer Cooperation Man—Here js 
an unusual and exclusive feature of 
the Standard plan—a direct result 
of the survey made among Long 
Island dealers. Just as the Field 
Man’s job is to create or get new 
stocking dealers and build up small 
accounts, the Dealer Cooperation 
Man’s responsibility is to call on 
established dealers alone, to create 
good-will between them and _ the 
wholesaler on Standard products, and 
to assure both the wholesaler and 
Standard of getting the dealers’ con- 
stant repeat business. He builds 
good-will and friendship by perform- 
ing actual service—such as showing 
the dealer how to maintain complete 
stock, how to keep up an attractive 
display of stock, how to make the best 
use of new advertising and display 
aids. While this man does no direct 
selling, the manufacturer has found 
that these calls result in unsolicited 
orders in 67% of the cases. He 
turns these over to the wholesaler. 


Training New Men 


The Dealer Cooperation Man 
makes out a careful report in tripli- 
cate of the conditions he finds in 
each service station. A copy of this 
report goes to the distributor, and 
another to the Territory Man. The 
Dealer Cooperation Man also is on 
a salary basis, and is the youngest 
member of the triumvirate. He is 
an embryo salesman, selected by the 
manufacturer for his apparent sales 
ability. He is given a stiff course of 
training in the factory, plus at 
least two weeks in the field with a 
trained Dealer Cooperation Man, be- 
fore he is permitted to go out on his 
own. 

As the Dealer Cooperation Man 
progresses and demonstrates his abil- 
ity, his next step up the sales ladder 
is to Field Man. More than 50% 
of Standard’s territory men are 
former junior representatives. From 
both management’s and the sales- 
men’s point of view, there’s a big 
plus in this Dealer Cooperation plan. 
It’s a training ground for men on 
their way up. Young fellows step 
from factory and college into this 
junior salesman’s program. 

As a result of changing conditions 
recently, Standard came to the con- 
clusion that there is need for a closer 
tie between the wholesaler, Territory 
Man or District Manager and the 
factory. Therefore the posts of four 
Regional Sales Managers were cre 
ated. In effect this is another service 
for the distributor, but the manu- 


SALES MANAGEMENT 


es 


{ Pate ah ~~ a 


Pena, eee 


Your advertising gets more readers per thousand 
circulation in POPULAR MECHANICS because our 
readers—having the P M. Mind—read ads deliberately. 


TO SELL ANYTHING MEN RUY... 


5 as 


% That means ANYTHING from shoes to 
shampoo... razors to raincoats... ties to 
tires .. . watches, cars, radios, golf balls, pipe 
tobacco, cameras, shotguns, fishing rods, 
railway vacation trips —a list without end. 


Reach the 


More than ONE MILLION circulation 
.-.. more than 3.7 MILLION readers 
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facturer finds that these men are serv- 
ing their own company very well 
indeed. 

From the distributor’s side of the 


table they represent management. 
They are part of management in the 
actual setup. Their compensation is 
straight salary, which is in no way 
contingent on regional volume. 
There’s a certain stimulation to the 
wholesaler when such a representa- 
tive from the manufacturer walks in. 
From the first, Standard has found 
that these calls lend more impressive- 
ness to its service. 


Too, when the District or Terri- 
tory Man is not available, the Re- 
gional Sales Manager can step in and 
take the helm. As a graduate Dis- 
trict Manager, he knows all the an- 
swers. Even more important perhaps 
to this manufacturer’s sales program 
is the fact that the Regional Sales 
Managers buoy up the salesmen and 
help them climb out of any rut that 
they may get into. 

Standard believes that it is espe- 
cially important and effective that 
these men are part of management. 
Their voice is heard and respected 


ALLEN-KLAPP CO. 


OVER 85,000 
MORE INDIVIDUAL 
CLASSIFIED WANT ADS! 


During the year of 1947 The News- 
Sentinel carried over 85,000 more 
individual daily classified want ads 


than did Fort Wayne’s morning paper. 


This, we believe, is an indication of 
dominance of The News-Sentinel in 


the Fort Wayne market. 


The News-Sentinel is read in 97.8% of 
all homes in Fort Wayne every weekday. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


* NEW YORK—CHICAGO—DETROIT 
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in management conferences. They 
are the active liaison between factory, 
district managers, and wholesalers, 
Because of their salary compensation, 
there’s none of that feeling between 
them and the District Managers, 
as in some commission situations. 

This manufacturer uses most of 
the point-of-sale aids to implement 
his Three-Man Territory Plan— 
dealer helps that are used extensively, 
due both to the dealer relationship 
and the Standard follow-through. 

This year the sales slogan is “52 
Harvest Weeks!” which is dramatic- 
ally developed in every detail by the 
manufacturer’s agency, Reiss Adver- 
tising. Every effort is being made to 
keep the distributors and the dealers 
not only informed of developments, 
but on their own toes so they can 
make the most of the program. 

Consistent advertising, carried on 
in the automotive business press, is 
brought before the distributor and 
the dealer and service man by word 
of mouth and actual presentation as 
well as through the printed pages of 
the leading publications. 

The right men also see and _ hear 
the full story of newspaper mats. 
They are supplied with a full assort- 
ment of direct mail enclosures, count- 
er giveaways, decals, etc.—every sort 
of aid that has proved practical. 

Do they use them? Yes—for the 
dealers as well as the distributors 
feel that they are part of Standard. 


SALES VIEW: With a clear lucite 
plastic seat, Bassick Co., Bridgeport, 
Conn., solves the problem of how 
to explain and show the mechanics 
of the tilt-and-turn of a swivel chair. 
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of pleasantness, 
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of reliability, 
and responsibility. 
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+ first. t . # 
10 pages in the new Before you open ‘ 


your mouth— 
before you say 


BELNAP & THOMPSON oan tah sei 


made an impression 
on the prospect. 


-| PRIZE BOOK, which suena ae 


D : "Be neat— 
be pleasant— 


» F 1S designed in the Somes 


It is you— 

the smart package 

in which 

our sales story 

is wrapped. 

The package 

that makes 

the prospect say— 
"This is interesting; 
I wonder what's 
inside?" 


be confident— 
but not overbearing.* 


‘| belief that you should | w:::. 


the idle preachment 
of emily-post-minded 


sf get more than you sales managers. 


But it is not so. 


pay for when you he fae a 


built around 


the proven human fact 


-| run contests, offering | 2c" 


with people 
they like 


prize awards eee 


that is you. 


we fs 


It is the ingredient 


-| to your salesmen. in the’ ont 


that is a smooth 
combination of personality— 
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URING the twenty years that BELNAP & THOMPSON, Inc. has been 
D privileged to assist sales managers by providing incentives for sales- 
men, we have learned that there are two results which management has a 
right to expect. 

The first result is the achievement of the immediate objective of the contest— 
the particular type of sales performance for which prize awards are given. 
This is a result to be expected—it is the one you pay for when you give in- 
centive awards. 


The second result of a contest ought to be a lasting improvement in the 


sales “know-how”’ of the organization. A contest calls for more conscientious 


application of sales techniques and sales effort—with the effectiveness of such 


application underscored by the contest results. Some of this increased ““know- 


how” should be retained beyond the contest closing date . . . resulting in a 


permanently improved selling organization. Such a result (to the degree 


that it can be attained and retained) is sheer velvet to management. 


@ The new 1948 Belnap & Thompson Prize Book—always a recognized leader in achiev- 
ing “result 1” described above, now makes a bid to provide the maximum of “result 
2.” When you see your copy of the prize book, you will understand. May we send you 
a copy today? Ask for it on your business letterhead. 


BELNAP & THOMPSON, inc. 


1516 SOUTH WABASH AVENUE + CHICAGO 5, ILLINOIS 
“INCENTIVE CENTER” ¢ Palmer House + CHICAGO 3, ILLINOIS 
N. Y. OFFICE: 271 MADISON AVENUE « Marray Hill 6-5360 +» NEW YORK 16 
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Designing 


to Sell 


DENTAL KIT: The Totebrush consists of a separate ELECTRIC STEAM IRON: Newest model of the 
brush with folding handle, reservoir for tooth pow- Cardinal Manufacturing Co. has precision thermo- 
der. When closed case is size of a cake of toilet soap. stat. Twenty degree plug-in relieves cord strain. 


on 


DAISY WATCHES: Two of the watches being shown by the Wyler Watch 
Agency reveal a new floral design theme. The petals are executed in bril- 
liants against a background of gold-filled sterling. Both watches have !7 jewels. 


ELECTRIC KNIFE SHARPENER: Manufactured by NEW PACKAGE FOR OLD FAVORITE: One main 
the Cory Corp., the unit is of heavy die casting. panel retains original identity for quick recognition 
It has a compartment for storing the six foot cord. by customers. Other panels show actual product. 


Sun shine 
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What Every Manufacturer Shou 


ld Know 


HE TROUBLE with the obvious 
fact that 34 of the consumer goods market is 
WOMEN is—that the fact is obvious. Be- 
cause it’s obvious we assume we know ALL 
about it. We say, ““Okay—women buy %4 of 
all goods sold at retail—so what?”’ 

lell—leading national merchandising or- 
ganizations think a great deal about that 
obvious fact. They conduct nationwide sur- 
veys—just to learn how women buy. As a 
result, they manufacture and package their 
products primarily to attract and sell women. 
Those nationwide surveys show that wom- 
en make 34 of their decisions as to what 
brand to buy —in the stores—at the point-of- 
sale—on impulse. And that there—the ap- 
pearance of a product’s package is frequently 
THE decisive sales factor. 


HOW TO MAKE YOUR PACKAGE SELL! 


Let Ritchie help you develop (at low unit cost) a 
pockage thot meets the increasing challenge of 
self-service retailing. A practical, production- 
planned package that instantly identifies, fully pro- 
tects and conveniently dispenses your product. Easy 
to fill or pack—to handle—to stack or display. An 
attractive, eye-stopping, SELLING package. 


eh 
§ 


JANIS CARTER, starring in 
| LOVE TROUBLE ...a COLUMBIA 


Pp d ti e As the motion picture indus- 

ro uc ion try capitalizes on good looks, 
keen merchandisers capitalize 
on the selling power of an at- 

eee tractive package. 


Never 


the POWET | sasiveuinm-iuny of the Package! 
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The sales manager and his agency colleagues get behind 
the retail counter to launch a new line of consumer wares 


made of "'Poly-T."' Tested first in Boston, the line was ac- 


When a vice-president and an ac- 
count executive of a big advertising 
agency join the sales manager of a 
manufacturing company to personally 
demonstrate and sell a new product 
behind a counter in a department 
store. ... that’s sales promotion news. 

This occurred in October, 1947, 
when a new line of housewares was 
introduced in Jordan Marsh Co., 
Boston, New England’s largest de- 
partment store. 

The advertising men were Charles 
Hutchinson, vice-president, and John 
F. Manning, Jr., account executive, 
of the Chambers and Wiswell, Inc. 
agency, Boston. The sales manager 
was Charles A. Jackson of the Tup- 
per Corp., Farnumsville, Mass. The 
new product was a colorful new line 
of houseware made of Poly-T, a 
material which can be _ squeezed, 
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cepted by 185 store outlets in less than six months’ time. 


Tupperware Makes Whirlwind 
Debut Via Big Store Demonstrations 


BY BERNARD G. PRIESTLEY 


twisted or crushed, yet will resume 
its original shape. 

The executives demonstrated the 
unusual characteristics of the new 
product, named Tupperware after its 
creator, Earl S. Tupper, president 
of the Tupper Corp. They showed 
how a dish can be easily squeezed 
in the hand to facilitate turning out 
its contents. And when the pressure 
is released. ... zip! ... it resumes 
its original shape in almost uncanny 
fashion. 

They handed Tupperware to on- 
lookers with an invitation to try it 
out—to yank it, bang it, jump on it 
—it came back uncracked, unchipped. 

They demonstrated leaders in the 
Tupperware line such as the Wonder 
Bowl, which is really a bowl within 


a bowl, constituting a new-fangled 
ice bucket in which the substance to 
be kept cold is put into the inner 
bowl, around which ice is packed. 
The outer bowl has a patented cover 
which can be pressed into place with 
the fingertips, vacuum-sealing the 
utensil. Removing the cover is just 
as easy and quick. 

Stressing the extreme light weight 
of Tupperware, they asked patrons 
to heft it. ““Much lighter than you 
expected? Certainly is ‘airweight’ as 
the company describes it. Now try 
a number of big bowls placed one 
within the other. Still weigh very 
little, don’t they?” 

The executives further pointed out 
that another important quality of the 
new ware is its beautiful pastel col- 
oring—lime, lemon, orange, pink, 
blue, frosted crystal, etc.—designed 
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Take Leos Time 


To Get More Done 


WEBSTER-CHICAGO 
Electronic Mlemory 
WIRE RECORDER 


Enjoy extra minutes or hours each work week using 
the Webster-Chicago Electronic Memory Wire Re- 
corder. Hear what is said—how it is said. It’s invaluable 
for recording discussions and decisions in company 
conferences . . . training sessions . . . long-distance 
telephone conversations . . . personnel interviews. 
Daily field reports are speeded up and give much more 
thorough information when casually spoken instead 
of painstakingly written. It’s a great help in sending 


speeches to meetings you can’t attend personally. 


This portable unit comes complete with sensitive 
microphone and 3 spools of wire. It plugs into an AC 
outlet ready to record or listen. Recordings on stain- 
less steel wire may be erased and the wire re-used 
thousands of times or the recordings kept indefinitely 
without loss of fidelity. See your nearest dealer or 
write for interesting free booklet. 


WAKERS OF WEBSTER-CHICAGO RECORD PLAYERS AND NYLON PHONOGRAPH NEEDLES ™ 
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Save Time— Money —Manpower with the 
portable Webster-Chicago Wire Recorder 


Get 
each discussion and de- 
cision as it’s said—how 
it’s said. Significant details 
kept infallibly. 


Record conferences. 


Training groups learn the 
facts clearly and accurately. 
It’s a valuable training aid 
for new employees as well 
as old timers! 


WEBSTER: CHICAGO 


5610 BLOOMINGDALE AVE.- CHICAGO 33, ILL, 
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Webster-Chicago Dept. E-34 I 

5610 Bloomingdale Avenue I 

Chicago 39, Illinois I 

Gentlemen: Send the Free Booklet on the Webster- l 
Chicago Electronic Memory Wire Recorder. No obli- I 
gation, of course. I 
I 
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IN SEATTLE 


The TIMES alone delivered a 
10-day sell-out . . . suring tne second 


annual Sports and Vacation Show in Seattle, March 12-21. 
More than 100,000 enjoyed the show; crowds swarmed 
Seattle’s huge Civic Auditorium; thousands were turned 


5 peameiadias 


away! This Show was sponsored by, and was advertised 
exclusively in The SEATTLE TIMES. The TIMES carried 
the story of the show into 3 out of 4 homes in Seattle’s 
Retail Trading Zone, with its 750,000 population. Harness 
this power for your products. It’s been proved again and 
again: You can’t sell Seattle without The TIMES. You will 
sell Seattie with The TIMES alone! 


Circulation exceeds - 200,000 Daily - 230,000 Sunday 


Represented by O'MARA & ORMSBEE, INC., New York - 


Detroit - Chicago - San Francrsee 
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to add attractiveness to the kitchen, 
the dining table, even the living 
room. 

The introductory campaign at Jor- 
dan’s continued for one week. Each 
day the all-executive cast was on the 
job. Not only did the three men 
demonstrate, but they sold a large 
volume of Tupperware. They also 
absorbed a great deal of information 
on customer reactions. This was use- 
ful in successfully introducing Tup- 
perware in more than 185 stores from 
coast to coast, within a period of five 
months. 

Supporting the all-executive cast 
were a professional demonstrator, 
salesgirls, and personnel from Cham- 
bers and Wiswell, who helped to 
check customer reactions and the 
effectiveness of demonstrations. 

Sales for the week were so impres- 
sive that Messrs. Manning, Hutch- 
inson and Jackson immediately went 
on a whirlwind campaign that ex- 
tended the selling of ‘Tupperware 
into big stores as far west as St. 
Louis. In all cities the technique used 
was similar to that which proved so 
successful in Boston. Although the 
executives could not, of course devote 
a week’s time to demonstrating and 
selling in each place, they helped ma- 
terially in getting the launchings off 
to a good start. 


Advance Publicity 


The Jordan “test” represented 
move No. 1 in the advertising 
agency’s promotional campaign to put 
Tupperware on the map in retail 
establishments across the country as 
quickly as possible. Ushering in the 
test, 1000-line advertisements, illus- 
trating and describing the new prod- 
uct, were run in several Boston Sun- 
day newspapers. The cost of the ad- 
vertising was shared by the store and 
the manufacturer. Supplementing the 
advertising and other efforts were 
window displays utilizing mannekins 
in appropriate kitchen and household 
backgrounds to show varied uses of 
Tupperware. 

The advertising agency’s reputa- 
tion in successful merchandising, and 
advance publicity on Tupperware 
(Time, September 9; a four-color 
spread in the October issue of House 
Beautiful) helped materially in soft- 
ening resistance. 

Going back a bit, Mr. Tupper has 
developed many new products from 
a variety of materials since he started 
- the manufacturing business in 
1937. It was not, however, until 
atter World War II that he began 
experimenting with certain wartime 
substances to find a durable vet flexi- 
ble material. After months of re- 
search he hit upon Poly-T. a com- 
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pound built on light molecular weight 
Polythene resin supplied by Bakelite 
Corp. 

Even then he found that only when 
the ingredients were used in precisely 
the right ratio would the resultant 
product have a/l the advantageous 
characteristics he sought. But soon 
he hit upon an unfailing formula, 
which enabled him to produce the 
ware in pastel shades. 


Marketing Procedure 


The next problem to be tackled 
was the marketing of the product. 
It was decided to try out the line in 
the custom-made product field. Sam- 
ples of small articles fashioned from 
Poly-T were sent to a list of potential 
large buyers of give-aways, souvenirs, 
prizes, and premiums. Soon inquiries 
for further information began arriv- 
ing. In a matter of months orders 
for custom-made Tupperware prod- 
ucts included: 7,000,000 nestling 
cups for the American Thermos 
Bottle Co. ; 50,000 bowls for Canada 
Dry, to be sold with beverages; more 
than 500,000 tumblers for Tek Corp., 
to sell with tooth brushes; an orig- 
inal order for 300,000 cigarette cases 
for Camel. 

If Tupperware was so popular 
with custom-made buyers, Mr. Tup- 
per reasoned, it should be equally 
popular with the public. He then 
called in Chambers and Wiswell to 
formulate a complete plan for intro- 
ducing and selling articles made of 
Poly-T through stores; at the same 
time, he continued to extend his plans 
for building custom-made business 
through the company’s sales force. 

Jordan’s was selected for the “test” 
in a conference between Jordan exec- 
utives and the agency. This store 
was chosen because of its nearness to 
the supply and its widely recognized 
leadership in the merchandising of 
housewares. 

While preparations went forward 


for the retail debut, the company 
created a “Millionaire Line” of Tup- 
perware products to augment the 


original articles. In this line were 
the Wonder Bowl previously de- 
scribed, novel tumblers, cups and 


saucers, poker chips, cocktail mixers, 
jiggers with covers, refrigerator 
dishes, pitchers and dozens of other 
“different” and useful items. 

Every detail of the Jordan 
was thoroughly worked 
vance. It had to go over—on a big 
scale—for the immediate future of 
the retail selling campaign depended 
on this debut. That’s one reason why 
executives of the agency and Sales 
Manager Jackson of the company 
got behind the counter. 

The results of the Jordan 


“test” 
out in ad- 


“test” 


You're looking at 
Washington’s leading* 
& advertising medium 


* Ahead of the next highest 
paper in 1947 by 30% in 
total lineage, 64% in classified, 
23% in display, 22% in retail. 


The Washington Star 


Evening & Sunday Morning Editions 
Washington, D.C. 


Every single day of the week, one thousand guys 
walk into clubhouses all over the United States 
and join the Fraternal Order of Eagles. These fig- 
ures are authentic and are not just some numbers 
we had left over from last year's bowling season. 
At the present time there are 1,250,000 Eagles, 
75% of them industrial workers of the upper 
strata, the majority skilled workers. The industrial 
worker is nine times out of ten a better cash cus- 
tomer than his white collar brother, and eager to 
buy your products if you just tell him about them. 


MORE THAN 
ONE MILLION 
SUBSCRIBERS 


Ma gazine 


AND IN 7 WORKING DAYS 


[1] 


essential. 
And they were essential in one recent job. 


The manufacturer of an item sold in stationery stores needed to 


know immediately what his competition was doing. 


In 24 cities over the country, in 7 working days. National Analysts 


got the answer. 


Perhaps there is a problem worrying you. You have been putting 


off collecting facts needed for a solution. 


Let a representative of National Analysts sit down in your office 


and discuss the situation. Such a conference will cost you nothing. 


NATIONAL ANALYSTS, Inc. 


WASHINGTON 


PHILADELPHIA 


SAN FRANCISCO 


EXECUTIVE OFFICES 1425 CHESTNUT ST. 


PHILADELPHIA 2, PA. 


A Complete 


Some organizations cannot get started doing a research job in less 
than two or three weeks. National Analysts pride themselves upon 


doing work with speed and accuracy when these qualities are 


Marketing and Research Organization with National Coverage 
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were so strikingly successful that the 
campaign was extended for a second 
week and later for the month. Addi- 
tional advertisements, 300 and 600 
lines, were used twice a week in most 
Boston newspapers. The demonstra- 
tions were continued with experts 
behind the counter. New displays 
were arranged. Calls for ‘Tupper- 
ware increased. 

The second launching, in Gimbel’s, 
New York City, was held about a 
month after the Jordan event started. 
It broke with 1000-line advertise- 
ments in several metropolitan news- 
papers. Again demonstrations were 
the first line of sales attack. Again 
the reception of “Tupperware was 
outstanding. 


Campaign Extended 


After launching the New York 
debut, the Jackson-Hutchinson-Man- 
ning “flying squadron” moved on to 
the stores of N. Snellenburg Co., Inc., 
Philadelphia; John Shillito Co., Cin- 
cinnati; Kaufman’s, Pittsburgh; J. 
L. Hudson, Co., Detroit; Stix, Baer 
& Fuller, St. Louis. 

The pattern used in these cities 
varied only in minor details from 
that employed in Boston and New 
York City. Demonstrations stood out 
in each city. They were particularly 
stressed because the product lends it- 
self so advantageously to their use. 
An agreement was reached with the 
store on sharing the cost of the adver- 
tising, and each city was treated in- 
dividually with promotional cost tail- 
ored to fit the needs and circum- 
stances. 

During the introductory _ sales, 
four-color booklets, pamphlets, and 
leaflets describing the ‘Millionaire 
Line” of Tupperware were put in 
with each purchase. In many _ in- 
stances this literature is passed along 
to friends and spurs additional sales. 


From St. Louis, Mr. Jackson and 
his staff carried the ball and launch- 
ings began to expand further and 
further West as well as South and 
North. Now, with over 185 retail 
outlets in big stores, sales continue to 
multiply fast. 


When the new product had just 
started. to sell. in the stores, action 
Was started to gain foreign markets. 
hrough contacts by the company’s 
salesmen, a selected list of exporters 
were sold on the advantages of taking 
on Tupperware. Sales abroad are 
coming through in encouraging num- 
bers, reports Mr. ‘Tupper. 

And now he’s talking about an ex- 
tensive advertising campaign in na- 
tional magazines and leading news- 
Papers to spread the fame of ‘Tupper- 
ware still faster and more completely. 
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@ The farmer gets what the ultimate 
buyer pays, less all the expense in 
between. Michigan Farmers have the 
big advantage because their major 
markets are near home. This means 
they net more dollars and have them 
to spend for the things you have to sell. 


It is a “short haul” for advertising, too, 
in the Michigan Farm Market. You 
can reach 78% of these prosperous 
Michigan farm families with just one 
farm paper—The Michigan Farmer. 


PENNSYLVANIA FARMER 
Harrisburg, Pa. 


OHIO FARMER 
1013-R Rockwell 
Cleveland, Ohio 


The Golden Crescent Farm Market 


RURALLY RICH— POLITICALLY POWERFUL 


For information on all 3 papers address 


MICHIGAN FARMER 
East Lansing, Mich. 


Beginning tu thts woue 
THE WAR MEMOIRS 


OF 
WINSTON CHURCHILL 


NV‘ 


APRIL 19, 1948 


REG U S Pal OFF 


The Portrait of Winston Churchill on this April 19th cover of LIFE is taken from a paint- 
ing by Douglas Chandor and is reproduced by courtesy of the owner, Bernard Baruch. 
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| presents 


THE WAR MEMOIRS 


of 


WINSTON CHURCHILL 


This eagerly awaited historical and literary work will 


Sorex 
FS 
ne tee 
rete re 


make its exclusive magazine appearance in LIFE, starting 


with the issue of April 19. 
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Marketers Hear Some Plans 
To Meet Tomorrow's Problems 


Speakers talk about closer sales-production tie-up, better 


market research, sharper cost cutting, less personnel turn- 
over, stronger advertising, more teamwork at New York 
conference of The American Management Association. 


Some sales and management gear- 
shifting to meet tomorrow’s—and to- 
day’s—conditions was advocated at 
the annual marketing conference of 
American Management Association 
in New York City, March 18-19. 
Speakers put a lot of emphasis on 
closer hook-up between sales and pro- 
duction; on sharper market studies; 
on better over-all company team- 
work; on good man-management; on 
cutting distribution costs; on adver- 
tising. 

President Don Mitchell of Syl- 
vania Electric Products, Inc., said, 
“The sales job to be done today is the 
biggest we ever faced.” To forestall 
a business nose dive he thinks sales 
forces have a major responsibility. In 
large part it’s their job to keep our 
60,000,000 workers employed — by 
selling not alone high-profit, low-vol- 
ume items, but whole lines to keep 
the most machines working; by fully 
carrying out their functions in cus- 
tomer relations and public relations, 
because even big, steady buyers who 


don’t like a supplier can shift their 
accounts over night. 

Mr. Mitchell caused a great deal 
of discussion with a couple of his 
tough management methods of meet- 
ing hazardous business conditions. 


What If Sales Drop? 


“In planning production,” said he, 
“always lJead a downward sales 
curve; never follow it down.” His 
idea is this: If you were making and 
selling 50,000 units of a product last 
month, but this month sales fell down 
to 40,000, then cut next month’s out- 
put to 30,000 no matter how bright 
a future picture the sales department 
paints and no matter how much the 
production chief wails about having 
to fire good men. You will not get 
caught with expensive inventory.” 

He added: “For every dollar you 
lose in cutting production to lead a 
downward sales curve, you'll make 
$5 when you lead it up again.” 

Asked if leading a sales curve down 


A equals executives with 20 years of experience 
in foreign trade and banking, backed by adequate 


finances. 


B equals Ensenat & Co., Inc. acting as an inte- 
grated export department of selected manufacturers, 
assuming all risks and responsibilities from order- 


getting to collections. 


Let us discuss your problems in 
person at your factory or office. 


énsonial Ee. Ine 


Hibernia Bank Bldg. 


New Orleans 12, La. 


will cause sales to drop, Mr. Mitchell 
thought not. The plan actually is q 
stimulant to the sales department in 
any company that has that most desir- 
able thing, a ‘team feeling’’ through- 
out. 

To make a better team out of all 
divisions in Sylvania, Mr. Mitchell 
has set up a “Profit-Making Commit- 
tee’ of eight—the chiefs of sales, of 
manufacturing, of engineering, the 
controller, treasurer, public relations 
director, company secretary, and as- 
sistant to the president. 

These men meet every Wednesday 
afternoon. ‘Their sessions usually run 
into the night. Each explains and de- 
fends the operations and plans of his 
own department—and hears plenty of 
criticisms, suggestions, approvals. 
Thus each understands what all the 
others are doing. It reduces bicker- 
ing. They can integrate better. In 
meetings they can discuss every phase 
of Sylvania’s business. Out of this 
come reports and suggestions to the 
president . . . and better profit-mak- 
ing operations. 


Customers First! 


Discussing the social responsibili- 
ties which business has assumed, 
whether the public realizes it yet or 
not, R. H. Moulton, director of mar- 
ket research, General Foods Corp. | 
pointed out that corporation and per- 
sonal taxes are so high that mar- 
keters now compete for only two- 
thirds of the American dollar; one- 
third goes to Government—Federal, 
state and local—so Government is an 
expensive factor in business. By law 
and by choice business fulfills so many 
costly social duties to people (In 
General Foods 16 cents per average 
payroll hour is paid by the corpora- 
tion for sick benefits, insurance, re- 
tirement, etc.) that this, too, runs up 
the cost of doing business and hence 
ups prices. : 

Community of interest, then, 0 
customers and business is so great that 
the good of both has to be com 
sidered—and should be publicly ex- 
plained—by business. General Elec- 
tric may have lost $50 million in its 
current effort to lead prices down- 
ward, but it may have won that 
much in good public relations. How- 
ever, the steel industry which raised 
prices this year, apparently against 
the public interest and certainly with- 
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From tulip bed to chimney top, from door-knocker to 
dormers, the Masons make much of their home. They'd 
sooner sit down to home-cooked stew than dine on 
truffles at the Waldorf. They rate flowering drapes at 
the windows better than a blossoming bonnet on Mom's 
head. With the Masons, home comes first, every day. 

They're home-painters and polishers, home-gardeners 


and recipe-tryers. They're always shopping... always 


1948 


Wy Jaw the Vyasons 
Longer their home! 


Read and re-read by the Masons and 2,600,000 
other families with a consuming interest in their homes 


buying . . . for the one love-of-their-life — their home. 

If you're selling sinks or soups, furniture or furnaces, 
you'll be smart to cultivate the Masons. And you'll find 
them every month (with 2,600,000 other home-minded 
families) devouring the pages of The American Home. 

For American Home is the homemaker’s handbook. 
It's written for homemakers—and doesn't give a column 


for anybody else. Try it for home product sales. 


This NEW authoritative 
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study of a $189,000,000 liquor market 


shows 


Liquor advertisers refer to The Pittsburgh Press 
studies of “Liquor Sales in Pennsylvania” as one of 
their most authoritative sources of information. The 
latest report covers the last half of 1947. Press Repre- 
sentatives are showing it to liquor advertisers and 
their agencies now. 

During the period covered by the report, The 
Pittsburgh Press carried 43.1% of the liquor linage 
in Pittsburgh newspapers . . . for good reason. Allegheny 
County is the heart of the Pittsburgh Market, with 30 
times the population and over 40 times the effective 


The Pittsburgh Press 


No. 1 for MARKET FACTS wo! 


sales by type of liquor 
sales by brand of liquor 
county volume 

price distribution 

and other important data 
buying income of the average United States count! 


In Allegheny County, The Pittsburgh Press tops at)” 
other newspaper’s circulation by more than the tot % 


circulation of many a daily newspaper. 
In the preparation of useful market data, too, Ti 
Press leads. If you need Pittsburgh market inform 


tion about your kind of business that is as reliable? 


The Press study of “Liquor Sales in Pennsylvania) 
feel free to call on your Press Representative for ! 
And remember. . 
sentative is a Press Representative. 


Represented by the National Advertising )) 
partment, Scripps-Howard Newspapers, an 
Park Avenue, New York City. Offices’ 
Chicago, Cincinnati, Detroit, Fort Wor 
Philadelphia, San Francisco. 


. every Scripps-Howard Rept 
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out justifying it to the public, dam- 
aged itself and the whole idea of 
free enterprise. 

Mr. Moulton thinks the things 


| marketing men can do to help busi- 


ness meet its social responsibilities are 
to distribute by soundest methods 


} only those old and new products 


which people really want and need 


at prices based not wholly on manu- 


diay 


facturing costs, but at levels showing 


) a profit to both the customer and 


© the maker. 
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Research Values 


The conference heard a great deal 
about research as a sales tool. Wal- 
lace I. Montague, vice-president of 
Norton Co., described the Norton 
business research department. It re- 
places the various departmental re- 
search setups which formerly oper- 
ated. A trained manager and a 
handful of specialist assistants now 
handle all sorts of research problems 
from all departments—thus giving 
the work an objectivity and an inde- 
pendent viewpoint it never had before. 

“This consolidation of activity has 
been a paying investment,” com- 
mented Mr. Montague, “in the time 
saved by operating officials; in mini- 
mizing errors of judgment; in evalu- 
ating the pros and cons of expansion 
or contraction programs; in gaging 
the importance of proposed new 
products and their market poten- 
tials.” The department uses a ring- 
bound, indexed case book for report- 
ing the results and conclusions of 
each study, so that the officer for 


» whom it is made will not get lost in 
} a maze of material. 


Be Definite! 


Definite conclusions and recom- 
mendations ought to be arrived at 
by every market research, said Fred- 
erick B. Heitkamp, vice-president of 
American Type Founders, Inc. ‘They 
should be in every report—though 
they often are not—because the crux 
ot every such study is “What are 
we going to get out of it?” ‘Top 
management has to make decisions 
out of such researches, but because 
some managements are “indifferent, 
intellectually lazy, or simply stupid” 
sometimes thousands of dollars in 
good research work is wasted through 
tailure to make definite decisions and 
also through failure to lay out a 
clearcut follow-through even after a 
decision is made. 

Mr. Heitkamp believes a~ good 
market research job requires that all 
objectives be crystal clear to every- 
body who has a hand in it, that 
ample time be allotted, that—if it is 
a continuing one—periodic revisions 
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be made in the light of what is 
learned, and that the sample to be 
taken must be adequate. When a 
report is ready, everyone who has a 
voice in making a decision should 
have a copy a week in advance so 
that he can come into a meeting with 
well considered ideas. 

In the consumer goods field, ac- 
cording to D. S. Frost, market re- 
search manager for Bristol-Myers 
Co., a market can never be measured 
by a company’s sales figures alone. 
They only show movement to dealers. 
Extensive and. continuing consumer 
research is necessary to find out prod- 
uct movement off the shelves, what 
the public thinks of your own and 
your competitors’ products, and im- 
portant probable future trends. Such 
work clarifies the effect of many a 
factor—such as weather and personal 
tastes—which influence sales curves 
that otherwise might be disastrously 
misleading. 

“Had we not been running a con- 
tinuing research at the customer 
level,” said he, “we might have 
brought out a new product to com- 
pete with one which got off to a big 
sales start—but which finally failed. 
That saved us a lot of money.” 


barn 


THE GAL IS EXTRA. 


So are shipping charges. 


Everybody needs a good easel and this is it. Our list 
'of users reads like who’s who in business. Names on 
request. Literature on request. But why both. The 
| price is only $42.50 and worth it. Quantity discounts. 
| Quality bond paper pads, 75 sheets each, size 27142" x 
are $2.25 per pad, packed 4 to carton. 


| Mail orders to: 


ORAVISUAL CO., INC. = Fairfield, Conn. 


Make your own charts 
and save money. 


Use the All-Purpose 
Easel and avoid 
headaches. 


It replaces messy 


blackboard. 


It holds charts big as a 
door. 


It's portable; legs fold 
in half, quick like magic. 


It's all-aluminum, light, 
strong, practical. 


Mr. Frost says a good way to keep 
top management sold on steady, con- 
tinuing market research work is to 
send up frequent brief summaries— 
not long reports which nobody has 
time to read. 


Distribution Costs 


Speaking of the current Allis- 
Chalmers Manufacturing Company’s 
methods of reducing sales and dis- 
tribution costs, J. L. Singleton, sales 
vice-president cracked: “The better 
the sales manager does his job of 
raising sales volume, the lower the 
production man’s cost, but the higher 
the cost of sales in relation to produc- 
tion.” He said the cost of good sell- 
ing has been going up for 50 years— 
except during the war when there 
was little selling—and that it will 
continue. 

But Allis-Chalmers is reducing the 
expense of selling and distributing in 
part thus: An expanding dealer set- 
up handles more and more of the 
small appliances in the line. Some 
special-order equipment has been put 
into standard production. Decentral- 
ized sales administration lets regional 


Oravisual All Purpose Easel 


The greatest easel ever made. 


Visualize your talk for 
better results. 


PARDON MY BACK— 


but isn’t it graceful? Legs 
have rubber feet and in- 


genious hinge arrangement 
for folding legs in half. 
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PANTAGRAPH 


Can You Reach 117,000 
People In Central 
Illinois 


The Panta- 
graph, is read by 9 
out of every 10 fam- 
ilies in McLean 
County...90% cov- 
erage of this fertile 
sales market. 


BLOOMINGTON, PLLINOIS 


Over a Century of Community Service 
seatsentee NATIONALLY BY GILMAN wWICOLL & RUTHMAN 


offices perform many former head- 
quarters functions ; brings engineer- 
ing, warehousing, repair services, 
credits and collections closer to the 
customer. Training makes salesmen 
more efficient and productive. New 
design based on a study of customer 
needs makes better products sell more 
readily. Better location of ware- 
houses cuts out some inter-warehouse 
shipments and reduces other freight 
charges. ‘The true cost items for sell- 
ing and distribution have been sepa- 
rated from general accounts and re- 
sponsibility for each cost is placed on 
the man who controls ji 


Personnel Turnover 


To cut the high cost of sales per- 
sonnel turnover by about four-fifths, 
the Typewriter Division of Reming- 
ton Rand, Inc., now operates a hiring 
system which H. E. Campbell, direc- 
tor of sales personnel and training 
described to the conference. Using 
carefully planned forms that are 
standard throughout the company, 
every district or headquarters office 
can save time by screening out many 
an applicant with one interview after 
he has filled out an initial form. 
There may follow two or more inter- 
views at which more forms are exe- 
cuted by the applicant, with point- 
by-point rating fill-ins by the inter- 


viewer. This produces sufficient per- 
sonal data and-opinion about the 
man. Former employers are con- 
tacted with a quick-and-easy “mail- 


back.”” All results are sent to head- 
quarters for analysis before any hir- 


ing is done. ‘The system slows down 
selection to a month or more. But 
this avoids error and puts better pro. 
ducers in the field. Finished Mr 
Campbell: “The savings from this 
plan more than pay for our high 
grade sales training system.” 
Inventory control should be a fune. 


tion of sales management—by dis. 
tricts or otherwise—thinks 5S. YV, 
Reiss, manager of commercial re. 


search, Graybar Electric Co. It 
should be fixed not by dollar value 
but by “number of days supply.” 


Advertising's Job 


As we face a hazy tomorrow, the 
kind of advertising that will build 
up our economy must be used heavily, 
according to John R. Gilman, vice- 
president for advertising, Lever 
Brothers Co. It can do it. It already 
has done it. “Lifebuoy’’ ads made 
more people bathe oftener, thus 
boosting the whole bath soap market. 
Soap flakes ads that talked about 
ease of washing fine fabrics boosted 
sales of fine fabrics as well as soap. 
Advertising even improves products 
for the good of the public. When 
it makes claims, the products have 
to live up to them. 

“So,” said Mr. Gilman, “‘adver- 
tising must realize it is in a new 
era with a tremendous responsibility 
—and opportunity. ‘This country to- 
day has plenty of skilled labor, spend- 
able income and_ unfilled wants. 
What more can advertising ask? 
Hats off to the past! Coats off to 
the future!” 


Grant Expands in Growing Bangor Market 


The retail sales g 
to replace its small, 
Antonio, Tex., 


ance of Grant. 3. Competition. 


growth of Bangor, 
to well over $50 ics in 1947 has caused the W. T. 


was selected as a 


; . =e ‘ 
Maine, from $20 million in 1939 
Grant Co. 


25-year-old store with a modern five-story store in 
the heart of the Bangor shopping district. 
and Houston, Tex., 
because it rated high on these check points: 1 
+. Availability of real estate. 


Bangor, along with San 
site for expansion 


As a market. 2. Accept- 
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@ The Miami Herald 
introduced paid radio 
station listings in the 
interest of better coverage 
and better service for 
readers and stations alike. 
Since this innovation in 
radio-newspaper relations, 
The Herald has... 


1. Added the popular and 
informative John Crosby 
radio column. 


2. Expanded its radio listings 
to include daily art. 


3. Enlarged its local column 
of radio news and comment. 


Today only The Herald 

gives complete coverage 

of radio news in Metropolitan 
Miami, -- another significant 
service of Florida’s 

Most Complete Newspaper. 


Mr. Sales Manager— 


@ Are your sales slipping? 


@ Are you beginning to feel 
the pinch of competition? 


Here’s one way to help over- 
come both! 

We are manufacturers of a na- 
tionally advertised novelty with 
high consumer acceptance, This 
fascinating item comes in three 
models retailing from $1 to $2.50. 
It is a natural for effective sales 
promotion and lends itself admir- 
ably for your trademark or com- 
pany name and serves equally well 
for intangibles such as insurance 
or service, 

Exclusive use in your particular 
field will be granted providing 
your sales force is national in 
scope. 

For further detailed information 
write: 


RICHARD R. KIENLE, Sales Manager 


DEVALERA MANUFACTURERS 
1945 Park Avenue, New York 35, N. Y. 


looking for 
NC lltae 


it ANdveiV51HG Special fire 
@ 


for MASS 
. \ DISTRIBUTION 


For sensational 
sales stimula- 
tors, good will 
builders, and 
premiums, use 
Fabrik-ad plastic Caps, Covers, Aprons, 
Bibs, etc.! Beautifully imprinted with 
your “ad”, slogan or trade mark by a 
special process in lasting colors. Great 
for such products as oil and gas, bev- 
erages, foods, automotive products, 
paints, etc. Surprisingly low in cost! 


Send 
for New 


1948 Catalog 


We also manufacture imprinted special- 
ties in duck, fabric, felt and cloth. Write 
for Fabriko’s 1948 catalog — it’s full 
of ideas for advertisers. 


FABRIKO !Nc. 


50 S. Hill St., Green Lake, Wis. 


“You Can Say That Again!" 


BY T. HARRY THOMPSON 


A columnist takes off the mask of comedy and steps out 
of character with a timely reminder to the selling and 
advertising fraternity of the power of repetition, lest 
we forget this in our eternal quest for new angles, 


Had he lived in our day, Imman- 
uel Kant, world-famous philosopher, 
would have conceded that repetition 
is one of the “categorical imperatives” 
of selling and of its spark-plug, ad- 
vertising. 

Cato understood the principle, and 
a city whose recorded history dates 
from 600 B. C. came tumbling down 
like a row of brick dominoes. 

Henry Ford subscribed to the the- 
ory, and built an empire, as well 
as one of the world’s largest personal 
fortunes. 

Adolf Hitler used the law of repe- 
tition to build a reputation, and what 
kind of reputation is beside the point, 
since the principle is the same. 


It's Nothing New 


Let’s go back and pick them up 
and lay them down again in the same 
order. 

Our schoolbooks told us how Cato 
made a practice of ending every ora- 
tion with the phrase: ‘“Delenda est 
Carthago!” He banged it into the 
mass-mind over and over again until 
it took root, and Carthage was in- 
deed destroyed. In fact, if I can 
judge by a 16-mm. color movie of the 
old town which Lowell Thomas uses 
in his lecture on world-travel, ancient 
Carthage can tell Hiroshima to move 
over. 

An earlier generation wondered 
why Henry Ford, the-elder, never 
got hot and bothered by the endless 
chain of Ford jokes that were mak- 
ing the rounds in the hey-day of the 
Model T. Mr. Ford’s angle, if 
correctly reported, was that any men- 
tion of the “Tin Lizzie” was all to 
the good, complimentary or other- 
wise It kept Ford indeed “out front,” 
because people never had a chance 
to forget. 

Adolf Hitler perverted the use of 
psychology, but he was a past master 
of swaying the mass emotions. He 
knew that the way to put anything 
over is to say it again and again and 
again. When a Nazi Party member 
picked up the telephone, he did not 


say “Hello.” He said “Heil, Hitler” 

. and signed-off the conversation 
the same way. Multiply the popu- 
lation of Germany by the average 
number of telephone conversations a 
day, and you can see how many men- 
tions Hitler got. 

“Delenda est Carthago!” (“Carth- 
age must be destroyed!’’) is often 
cited as the daddy of all sales and 
advertising slogans. Let those of the 
new generation who are inclined to 
pooh-pooh the power of the slogan 
(any slogan) take a trip to modern 
Tunis and try to find some remnant 
of ancient Carthage in the general 
neighborhood. 

It is not too much to say that slo- 
gans, which are really distillates of 
a longer sales-talk, have had much 
to do with building some of Amer- 
ica’s biggest and best-known busi- 
nesses. A sales-slogan and repetition 
are as inseparable as Amos ’n’ Andy, 
flour and feed, fair and warmer. The 
purpose of a slogan is to have some- 
thing pat and pithy that can be said 
over and over again, wearing away 
sales-resistance like water dripping 
on stone. 

A few users of the printed word 
have recognized the power of repeti- 
tion. They have made an over-all 
background of a trade-nmame or 4 
slogan, and then mortised the plate 
for some general copy. Others have 
used the border of an advertisement 
or a box-label to use the repeat- 
motif on name or selling-phrase. The 
results have not always been artistic, 
but repetition was getting in its ham- 
mer, hammer, hammer on the hard 
buy-way. 


It Pays Off 


On the radio, this striving for repe- 
tition has admittedly gotten into 
many a listener’s hair. You've heard 
people swear they’d never smoke 
that cigarette again, never use that 
tooth-paste again, or whatever. But 
did you ever follow through to sé 
if they made good their threat of 
the personal boycott? My guess % 
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that they forgot about it when they 
stood before a store-counter, and, al- 
most automatically, the despised 
trade-name leaped to their lips. They 
forgot . . . and bought! 

Some of the singing commercials, 
frankly, can be very irritating. No 
matter where you switch to on the 
dial, here’s that same dumb ditty 
cluttering the air-waves, and inter- 
posing itself between you and the 
program you really tuned-in to hear. 
But the test of the thing is: You'll 
probably be humming the fool thing 
in your shower next morning, men- 
tioning the product by name and its 
leading selling-points. ‘The sponsor 
knew that all along, and was willing 
to gamble you’d accept his sales-spiel 
in spite of your declared annoyance. 


Varying Techniques 


Of course, certain radio advertisers 
exercise more skill than others. Vir- 
ginia Dare Wine has a tuneful little 
thing called: “Say It Again: ‘Vir- 
ginia Dare’.” If you'll count them 
some time, you'll find 13 mentions 
of Virginia Dare in a single one- 
minute radio spot. But you can't 
get mad at the gal who says: “Will 
you repeat that, please?’ and an- 
other gal who says, in hushed tones, 
almost caressingly: “Virginia Dare.” 

Stanback, the headache-remedy, 
uses a familiar technique to achieve 
repetition, without sounding like a 
newsboy hawking the evening paper. 
Three times they say: “Stanback for 
Peter Donald.” First in full voice, 
then farther off-mike, and a third 
time fading out completely. Others 
have used the device of the “broken 
record,’ but that sort of thing can 
get pretty tiresome. 


Keep on Pounding 


It’s true of advertising and it’s 
true of personal selling. You may be 
knocking yourself out trying to find 
a new sales-angle, when the old, 
tried-and-true selling-story is the one 
that will click, if you’ll just hammer 
it home . no matter how tired 
you, personally, may be of it. 

lhat’s how people learned to whis- 
tle “The Beautiful Blue Danube.” 
lhey heard it repeated over and over 
again, like water tumbling over a 
dam. 

You learned at least one verse 
ot “The Star-Spangled Banner” by 
having it dinged into you at every 
Patriotic rally you ever attended. 

Given my choice of saying a thing 
often or saying it well, I think my 
dough would be on the former. How- 


ever, there’s no law against doing 
both. 
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The “all” of instalment buying... 


THE ECONOMICS OF 
INSTALMENT BUYING 


REAVIS COX, A book that needed to be 
written—the definitive treatment of the 
whole subject of instalment buying. Based 
on a multi-thousand dollar survey by the 
Retail Credit Institute of America, it 
brings together facts, trade practices and 
practical data. Nearly 100 tables. $6.00 


To help you get your ideas across... 


EFFECTIVE TALKING 
IN CONFERENCE 


JOHN MANTLE CLAPP, New! How to 
improve quickly your ability to express 
yourself to best advantage in the give- 
and-take of conferences and small meet- 
ings. Gives key principles and specific 
"first-aids" from analysis of actual situa- 
tions in the business day to help you over- 
come speaking handicaps and to talk more 
convincingly. $2.50 


Working ad-men praise... 


ADVERTISING LAYOUT 


RICHARD S. CHENAULT. 
Layouts that make people 


stop, look and read your 
ed message is the aim here 
cy 
“| art directors. Covers news- 
papers, magazines, posters, 

direct mail. 72 illustrations, 

a work of art itself. ‘Richard S. Chenault 
... has a thorough knowledge of his craft 
and the ability to impart that knowledge.” 


. by one of America's top 
= 

some FULL COLOR—and 

—Victor Keppler. $5.00 


If you’re responsible for advertising 
at any stage, this book is for you... 


ADVERTISING 


ALBERT WESLEY FREY. From funda- 
mentals of planning through production— 
including merchandising, economics of 
advertising, what makes people buy. Basic 
for prospective ad-men and all who must 
make decisions advertising-wise. “Shows a 
sound grasp of the ethics and mechanics 
of advertising.'"—Tide. Illustrated. $5.00 


WHEN you want facts and 
information to make 
your marketing more 
effective, here’s 
“know-how” in 
the 


NDROOK 


Marketing 
Handbook 


PAUL H. NYSTROM, Edi- 
tor; Albert W. Frey. 
Staff Editor; 69 Contri- 
buting and Consulting 
Editors 


UNSURPASSED compact presentations of 
modern scientific methods and practical 
skill. A constant reference for everyone 
concerned with any part of the work of 
getting the product into the consumer's 
hands. 


30 sections, including marketing and 
consumer demand; research; industrial 
marketing; advertising organization; plans, 
media; packaging; sales promotion; public 
relations; price policies; sales organiza- 
tion; salesmanship; compensating sales- 
men; territories; quotas; warehousing; dis- 
tribution costs; budgets. Flexible binding. 

$7.50 


Your money’s worth in new ideas... 


EFFECTIVE 
BUSINESS WRITING 


CECIL B. WILLIAMS, If you write busi- 
ness letters, sales literature, credit cor- 
respondence, reports, surveys, advertising 
copy, news releases, speeches, radio 
scripts, this book will show you how to get 
the response you're aiming for. Speaking 
the language of the business world, em- 
phasis is on the right psychology and 
point of view for best results. Valuable 
tips on oral dictation, handling volume 
mail, telephone technique, etc. 15 key 
articles by as many experts accompany 


Send me the books checked: 


(] Instalment Buying, Cox ...$6.00 


[) Effective Talking, Clapp ... 2.50 
[) Advertising Layout, 

II oa: ahs: 55s ach ate sara arn 5.00 
() Advertising, Frey ........ 5.00 
[] Marketing Handbook, 

UENO, DR. 4 oc ccccceces 7.50 
[| Business Writing, Williams . 4.00 

[] Check enclosed (} Bill me 
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15 E. 26th St., New York 10 
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Think and talk in terms 


of buying motives 


Talk about things that will interest him. 


Get your product into 


your prospect's hands 


BY LESTER B. COLBY 


Stewart-Warner Gives Jobbers Men 
Refresher Course in Pictures 


A sound-slide film called "Wish to Heaven" not only 
reviews the technique of effective sales presentation, 


but ties in with a current campaign involving a poker 


contest in which men earn prizes for quota-making. 


Use of films as a selling tool is 
gaining a more important place in 
the plans of the Instrument Division, 
Stewart-Warner Corp., Chicago, as 
a direct result of experiences in the 
past year. Management has learned 
through actual tests that both the 
slide film and the motion picture film 
can be used advantageously in educa- 
tional and sales campaigns. 

“We are convinced through experi- 
ence with our former film, ‘Hitting 
on All Six,’ and our newest film, 
‘Wish to Heaven,’ which has had 
several weeks of field use, that job- 
ber sales organizations are willing 
and eager to get back into the selling 
groove,’ says George Zahn, sales 
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manager of the Instrument Division. 

“We are likewise convinced, on the 
basis of our use of this new film, 
that its use, coupled with the mer- 
chandising factors such as the sales 
contest, counter demonstrator and 
other items in our current promotion 
of fuel pumps, has resulted in in- 
creased sales. Wherever the film has 
been shown to jobbers’ men, sales 
have gone up. 

“Use of films as a selling tool 
looms large in our projected plans 
for the future. We recognize limita- 
tions of the medium as well as the 
value of it. If used as a tool instead 
of a crutch, and surrounded or ac- 
companied by other time-tested tools 


of good selling, films can add unique 
and unquestionable momentum to 4 
sales campaign.” 

The Instrument Division, Stewart- 
Warner Corp., in its most recent 
sound-slide film, “Wish to Heaven,” 
has developed a tool aimed at doing 
several jobs. It is a recognized fact 
that during the war years many good 
salesmen forgot to sell. They slowed 
up during the push-over period. So it 
becomes important now to shake them 
up without injuring their ego. 

“Wish to Heaven”’ is tailored en- 
tirely around the merchandising 0! 
the S-W electric fuel pump used on 
buses, trucks and passenger cars. It 
is, in reality, only a part of a pro 
gram. Primarily educational, it 1s 
merely a cog in a wheel, 151 frames, 
with dialogue in sound, which works 
out into a complete campaign. The 
program starts with a district sales 
man going to the automotive jobber 
and asking for a meeting with his 
men. 

As the salesmen are 


next step, 


SALES MANAGEMENT 


Libbey Heat-Treated ‘Bounce’ Tumblers. What a 
premium promotion story! These amazing tumblers last 
from 3 to 5 times longer than ordinary tumblers. 
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by Libbey Glass 


@ Women prefer glassware as premiums! 34.4%, 
according to survey, more than the total for the 
next five most popular items, actually want 
glassware premiums. 


“" There’s your market—ready made! Cash in 
on it! Every Libbey Glass Premium has been 

rt- designed to meet the requirements of the ladies 

ic ... to be attractive as well as useful. 

ing Powerful advertising in LIFE and other top- 

. ranking national magazines has joined the 

ed name Libbey with fine glassware in the minds 

ie of millions of people. 

- Look over the part of the line shown here. 

~ See the fu// line at the Libbey exhibit #59 and 

of 760V0 at the Premium Show in Chicago. 

Tt The long experience of our Premium De- 

0- partment is at your service. See us at the Show 

bs or write directly to us for more details. 

- 
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Libbey Pre-Packed Tumbler Sets. Sparkling colors and 


charming designs to catch customers’ eyes . . . make com- 


2 pelling premiums for self or semi-self liquidating promotions. 
/ af 
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ADYEATISING SLOGAN 
TABLESPOONS 
¢ 3 
? 
4 
oo Jiffy Measuring Glass. Ideal for kitchen use . . . accu- 
rately marked for cups, tablespoons, ounces and pints. 
Can be imprinted with trade mark or advertising slogan. 
~.* : . ¥¥ 2 - . ¥ in x 
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| Hostess Salt & Pepper Service. An all-season, steady- 


. profit, kitchen item. Sturdy plastic tops. As cute as they 
3 . 
£ are practical. 
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| tions before they are raised 
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Turn objections into reasons 
for buying 


WITH A G. 1.* WALLOP 


*GROUP INFLUENCE 


Some people are leaders in every- 
thing they do. When they buy, 
they influence other people to buy 
the same thing...or the same brand 
or make. Mr. Average Consumer 
respects the judgment of his suc- 
cessful fellow-citizens and “follows 
the leader” in making his purchases. 
V.F.W. members are community 
leaders and their buying habits ex- 


ercise Group Influence! Sell the 


V.F.W. members and you boost the 


popularity of your product! Adver- 
tise in Foreign Service and tell your 
story to the young men and women 
who lead the consumer parade. 


WRITE FOR 1947 DANIEL STARCH SURVEY 


foreign Sewice 


VETERANS OF FOREIGN WARS 
w=7~+ OF THE U.S. 


| Kansas City, Missouri = 
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brought in, for an afternoon, evening 
or Saturday morning meeting. The 
pictures are shown, the district sales- 
man gets his chance for a presenta- 
tion using the company’s catalog and 
its “Book of Profits.” The end re- 
sult is training and new enthusiasm 
which means a better job in present- 
ing and selling not only fuel pumps 
but other items in the line such as 
flexible shafts, speedometer heads, 
gages, portable tachometers, and 
motor mile tachometers. 

Meetings give, too, an opportunity 
to acquaint salesmen with a cam- 
paign built around a special offer of 
merchandise prizes to the salesmen 
for a job well done. To dramatize 
this offer it is presented as a game 
called ‘Pump Poker.’’ Winners are 
the distributors’ men and _ jobbers’ 
salesmen. The company has 50 dis- 
tributors and about 4,000 jobbers. 
The jobbers have on an average about 
five salesmen each or approximately 
20,000 in all. 

Prizes for jobber salesmen include 
such items as a Mardi Gras glass 
set for home entertainment, an Ever- 
sharp retractable pen and pencil. 

When the stage is set for a Pump 
Poker game a large and colorful pos- 
ter goes up on the jobber’s bulletin 
board. It shows a poker table with 
chips and cards. Each chair is labeled 
with the player’s name and his ante. 


The ante is the salesman’s quota. The 
game from there on is played with 
aces. As each salesman sells 25% 
of his quota an ace, gummed like an 
out-size postage stamp, is added to 
his hand. Four aces and he wins his 
prize. 

The scheme recognizes that sales- 
men, being salesmen, enjoy the battle 
that goes with a contest and do their 
best in competition. Salesmen like to 
bring home prizes for much the same 
reason that Indians used to want to 
carry scalps to their tents. It’s a 
form of coup. 


Film Technique 


The slide. film is the conditioner. 
It warms the men up and tells them 
how to do the job. It opens with a 
youngish salesmen seated on a park 
bench moaning over his hard luck. 
He mutters to himself: 

“Gosh, there is something wrong. 
I’m not selling anything to speak of. 
It’s always the same . . . I offer ‘em 
my products and tell ’em what I 
know about ’em but they just dont 
buy. 

“T’ve just got to sell that account 
this afternoon. The boss’ll skin me 
if I fall down on that, but... . gosh 

... 0h, I wish to heaven somebody’d 
show me where I’m making my mis 
takes.” 

Immediately and right here fol- 
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does HARDWARE AGE rate 


top place with Hardware 


he 
th 
% 
an 
rs Of the 33,500 total circulation of Hardware Age, 6000 copies go to 
wholesalers. That’s more than 65% better coverage than is delivered 
s- | by any other hardware paper. 
le | Why such an overwhelming preference for Hardware Age? 
ir | More than 93 years of publishing experience gives Hardware Age 
be a good understanding of the reader’s wants. Hardware men at every 
“ distribution level know that every other Thursday they’ll find the 
a information they need reported, interpreted and presented the way 
they want it — in Hardware Age. 
That’s why they’ve given Hardware Age the largest circulation — 
a and the only wholly voluntary prepaid circulation — of all national 
on hardware trade magazines. Advertisers recognize the importance of 
3 this difference in coverage; they place more than 70% of their 
m4 national trade advertising in Hardware Age. 
1g. 


, HARDWARE AGE 


A Chilton VU) Publication 
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the WATV Test-Pattern 
is now being telecast daily 
in the New York area 
on Channel 13. 


the new WATV Mobile Unit 
will begin remote operations 
in April. 


WATV maintTelevision Studio, 
world’s largest, (84’ x82’), is 
rapidly nearing completion. 


peak 


TELEVISION CENTER 
NEWARK, NEW JERSEY 


serving New Jersey and 
Metropolitan New York 
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lows some cheesecake. With harp 
glissandos and a swoosh the departed 
spirit of a deceased hot-shot salesman 
appears and the lessons in how to do 
it start. 

“People buy from any one or more 
of these reasons, no matter what 
you're selling,” says the hot-shot sales- 
man who seems to be enjoying his 
interlude from heaven. ‘“‘Let’s look at 
them one-by-one. First of all, people 
buy to save or make money. They 
like to feel they’re making a sound 
investment. ‘They buy to get more 
comfort and convenience out of life. 
Some people buy to get better jfer- 
formance out of themselves or out 
of their belongings. And some people 
want security and protection against 
the uncertainties of the future. 

“Then, of course, there are those 
who buy to keep up with the Joneses 
—to satisfy their pride, or to keep 
up style and appearance. These are 
the principal buying motives, and 
every salesman has to know them by 
heart .... backwards and forwards. 
And he has to use them. He has to 
think and talk in terms of the buy- 
ing motives if he wants to be success- 


ful.” 
Stress Results 


The troubled young salesman gets 
out his Stewart-Warner catalog and 
together they go over the virtues of 
the electric fuel pump. The sales- 
man and the “instructing angel” 
check its sales points: It eliminates 
vapor lock, assures quicker starts, 
reduces maintenance costs, and lasts 
longer. 

“That means, you see,” says the 
angel, “that the truck and passenger 
car owner is going to be saved expen- 
sive delays on the road. Elimination 
of vapor lock spells security and pro- 
tection against a common cause of 
breakdown and delay.” 

“You mean, you've got to show 
that by eliminating vapor lock your 
prospect is going to save money, get 
better performance and more protec- 
tion. Is that it?” 

“That’s it, and economy, too. It’s 
going to save wear and tear on the 
battery. The good salesman takes ad- 
vantage of every opportunity to talk 
in terms of buying motives .... the 
reasons why people buy.” 

The angel-tutor works the sales- 
man around to a service station and 
the dialog goes like this: 

Angel: “Look up there. Notice 
how many different models of me- 
chanical pumps he’s stocking? We 
can use that information. Watch.” 

Owner: “What can I do for you?” 

Angel: “I notice you’re stocking 
lots of models of mechanical pumps.” 


” 
, 


Owner: 
Yeah.” 

Angel: “Must tie up quite a bi 
of money.” 

Owner: “It sure does, but there’ 
no way out of it.” 

Angel: “I can show you a way out 
of your inventory problem and at the 
same time do your customers a favor. 
How does that sound ?” 

Owner: “Okay.” 

Salesman: (aside) ‘‘Gosh, that’s 
slick. You practically trap ’em into 
being interested.” 

Angel: “Well, let’s just say I ask 
questions that will arouse interest.” 


Talk Detail 


He then observes that the service 
station operator or garage owner js 
mechanically minded and that the 
salesman must talk mechanics and 
mechanical performance to him; must 
have it all down pat. He gives a 
practical lesson in selling to the serv- 
ice owner, going over every detail of 
mechanism and_ performance. He 
winds up with: ’ 

“Now, if you'll hold the pump for 
me, I’d like to show you how it op- 
erates.’ After you've built up interest 
in the pump it’s a good idea to get it 
in your prospect’s hands. And always 
handle your product as though it 
were something very valuable.” 

He goes on with the presentation, 
explaining how every part works. 
He shows how to install the pump, 7 
how easy it is, how to do the job 
to prevent any faults or trouble. 

Then comes the pay off: 

“You can replace all those models 
on your shelves with just one . . . the 
Stewart-Warner Fuel Pump. Our 
pump will fit on any make of car. 
It will replace any make of mechan- 
ical pump. That means saving for 
you as well as profits. 

Salesman: “I see. You swung 
right around to buying motives again. 
Is that right?” 

Angel: “That's it. If possible, 
turn objections into reasons to buy. 

The film winds up with some 
Super Sales Manager, up there in 
heaven, calling to the angel: 

“Come back. Your job’s finished 
down there. And, by the way, pro 
motion is ready for you.” 

There’s something more to it. Job- 
ber and distributor salesmen watch 
and listen with interest. They get 
the points, one-by-one. Then they 2° 
out to sell, paste their aces as the 
Pump Poker game progresses, and 
carry home their merchandise prizes 
to show the little woman and the 
kids how smart they are. The slide 
film was made by Bowman Pictures, 
Inc., Chicago. 
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(With some suspicion) 


— 


Arthur W. Dana 


Restaurant Consultant 


Arthur Dana, Harvard 1925, has man- 
aged de luxe, as well as popular priced 
restaurants. 


For the past ten years he has been a 
prominent consultant in food service 
operations, cost control, and kitchen 
layout. 


Dana is Restaurant Consultant to the 
American Hotel Association. He lectures 
at Cornell in the Hotel Course. 


During the war, he was engaged in 
governmental food service projects, in- 
cluding the development of menu plans 
and a cook book for the U. S. Merchant 
Marine. 


Dana’s series of articles, now running 
in Restaurant Management and Hotel 
Management, will be published in book 
form by Harper & Brothers. 


Restaurant and hotel executives are eager and ready for 
new tricks in kitchen equipment these days when costs 
climb and profits slip down. 


Intelligent planning of the “back-of-the-house”’ to save 
time, labor, materials, and, equally important, to prepare 
and serve better food usually is the difference between 
proht and loss. 


This is where you and Arthur Dana come in 


Dana’s articles on “Principles of Kitchen Layout” are 
appearing in Restaurant Management and Hotel Manage- 
ment. The articles are being studied by up-and-coming 
restaurant and hotel men—the kind that you like to 
have for customers. 


Our editors know from first-hand knowledge of res- 
taurant problems that such practical and usable informa- 
tion as Dana is giving readers is vital. 


You can tell them how to cut costs 


The use of modern equipment in practical kitchen lay- 
outs is one essential means for cutting costs, giving good 
service, and maintaining quality. 

Dana’s articles cover all types of kitchen equipment and 
the methods for using them to the best advantage. 


You make the equipment. You are now able to deliver 
in volume for the first time in years. 


There could not be a better time 


Every feature you can offer about your equipment will 
have as eager a reading in your advertising as Dana’s 
articles are getting in the editorial pages. 

Today’s problems are making restaurant and hotel men 
keenly aware of the need for coping with rising costs. 
They have to know how and why and how much they can 
save by the use of modern kitchen equipment. 


NEW MARKET DATA ON YOUR TYPE OF EQUIPMENT 


The new report, “Kitchen Equipment and Refrigeration’, is 
| now ready. What, when, how, where, and how much restaurants 
buy. Complimentary copies are available to interested manu- 
facturers and agencies. Please use your company letterhead. 


»RESTAURANT MANAGEMENT 
>HOTEL MANAGEMENT 


AHRENS PUBLICATIONS e 71 Vanderbilt Avenue, New York 17 


Restaurant Management e 333 No. Michigan Avenue, Chicago 1 


Hotel Management 
Restaurant Equipment Dealer 
Hotel World-Review 

Travel America 


Representatives: Blanchard-Nichols-Osborn, 805 C&S 
National Bank Bldg., Atlanta 3, Ga.; Blanchard - Nichols, 
Russ Bldg., Suite 2020, San Francisco 4, Calif.; Blanchard- 
Nichols, 448 So. Hill St., Los Angeles 13, Calif. 


127 


Lhe Hearst Newspapers call 
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I on the Government to 


W 


‘ 
* 


WAN W 


it 


hs 


of Our Reds 


FROM AN EDITORIAL BY 


Wilham Randolph Flearst 


PUBLISHED IN THE HEARST NEWSPAPERS, APRIL 27, 1938 


RS = 


“Communists, Fascists and Nazis are all 
of the same color and odor. They are all rats 
gnawing at the foundation of Americanism. 


“The American people are sick and tired 
of the whole rotten business of foreign flag- 
waving and alien thinking that is the brazen 
and scheming ritual of these enemies of 
America. 


“We are thoroughly fed up with all the 
sham and pretense to democratic purposes 
under which they falsely cloak their real 
hate and contempt for American democracy. 


“We have too long been tolerant of in- 
tolerance. We have too long harbored the 
scheming hordes of Red Anarchists and 
other imported or domestic destructionists 
who plot against us in guise of harmless 
liberalists and crackpot idealists. 


ee ° . . 
It is time to get them out of America. 


“Tf these agitators advocate and approve 
the Communistic conditions which prevail 
in Russia, deport these alien sympathizers 
to Russia where they can enjoy those condi- 
tions to the fullest extent. 


“Let them starve with the farmers. Let 
them sweat and slave with the laborers for 
less than a living wage. Let them try to ex- 
press free opinions in Russia and face a 
firing squad.” 


(VR Na 


Mr. Hearst’s words are as timely today as 
they were in 1938. A few Reds and Fellow 
Travelers have been fired from government 
jobs. Thousands more have not. 


These alien agitators and hate propagandists 
are due for a patriotic American housecleaning 
that must go into every nook and cranny of or- 
ganized subversion. 
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Nu-Enamel Builds Spring Campaign 
Around Proof of Quality 


Based on an interview with A. F. BREDSHALL* 


President, Nu-Enamel Corp. 


And it's all done with tung nuts. The theme of the 
drive is "secretly processed tung oil.'' All advertising, 
all promotion materials, all sales presentations and 
demonstrations, are unified and keyed to a single pitch. 


Nu-Enamel in its program for ’48, forward and proclaims his quality to 
dramatizes the “reasons why” for be the best. But today the customer 
making a purchase. Nu-Enamel be- and that means the dealer as well 
lieves that general statements regard- as the consumer—is buying more 
ing quality are “out”—out for the carefully. He wants the logical rea- 
duration of the really competitive son for superiority rather than a mere 
period which lies ahead. Every man- claim. Nu-Enamel employes deft 
ufacturer naturally puts his best foot dramatization in proving its claims. 


*NO BRUSH MARKS 
*KEASIER APPLICATION 
* MORE BEAUTY 
REAL WASHABIL/TY 

FASTER DRYING 
Mey. 


DEALER IDENTIFICATION: Nearly 8,000 plastic signs embodying light and movement 
. . as well as real tung nuts... . will identify all those stores that handle Nu-Enamel. 
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Millions of persons all over the 
United States will see tung nuts for 
the first time this spring. Tung nuts, 
grown only in the Orient and mainly 
in China until very recently, will ap- 
pear in the thousands of Nu-Enamel 
outlets, coast-to-coast and border-to- 
border. Tung nuts in the flesh, so te 
speak, will hang in festoons from 
flashing signs in windows and _inte- 
riors of paint stores. ‘They are being 
used to dramatize use of secretly 
processed tung oil in Nu-Enamel 
paint products. 

Tung oil and its advantages in 
manufacturing superior paint prod- 
ucts have been known to paint tech- 
nicians for a long time. In its usual 
form, it imparts added durability, 
fast drying, and lustre. Processing is 
highly important, however, and Nu- 
Enamel is capitalizing on the combi- 
nation of its secret formula and tung 
oil. The phrase which will predomi- 
nate in all of the company’s advertis- 
ing is “Secretly Processed Tung Oil.” 


Ready for Expansion 


“We are now ready to start an 
expansion which was interrupted by 
the war,” explains A. F. Bredshall, 
president. Nu-Enamel Corp., Chi- 
cago. ‘““We expect to add thousands 
of outlets to those we have now. So 
this Spring, Nu-Enamel is entering 
upon the most aggressive advertising 
and promotion campaign in its his- 
tory. We're building that campaign 
around ‘live’ displays of tung nuts 
and four Chinese characters which 
tell what those tung nuts mean in 
relation te Nu-Enamel.” 

These Chinese characters, lifted 
from the symbolic writing of the 
Mings, Tings and Chings, are al- 
ready working as a part of a teaser 
campaign. The campaign was begun 
early in the year with the stamping 
of the characters on letterheads, bill- 
heads, envelopes and all business mail 
sent out by Nu-Enamel. These first 
went to the company’s 60-odd dis- 
tributors and more than 7,000 active 
dealers. This aroused curiosity 10 
end which for the time being was 
left unsatisfied. 


*See “They're in the News” on page 4 
for a profile of Mr. Bredshall. 
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How many times have you heard those words? Just a few 


o 
- | \ more stops, she says, and proceeds to cover the neighbor- 


' \ hood stores completely. 


sad! - Most women start in their grocery store. The majority 
in 2 FS 


have one additional purchase to make at another store... 


at least half, have two or three more stops to make — the 


i drug store, the hardware store or the variety shop. 

: One and a half million of these active neighborhood shop- 
S- pers are regular readers of FAMILY CIRCLE. The proof 
rn 

ts of this is in the fact that they can buy FAMILY CIRCLE 


only in a neighborhood chain grocery store. 


* Women read FAMILY CIRCLE in a buying mood. What 


il- a place to display your wares 


everything a woman buys 


— from necessities to luxuries. 


Il- 
st magazine 


no Covers the neighborhood market 
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Nothing beats 


the Service at 
The New Yorker 


Fine food and pleasing service are 


yours at The New Yorker— starting 
with an excellent American menu, 
famous from coast to coast. Whether 
you ring for room service, dine in the 
Terrace Room, or choose the 
Manhattan Room, Empire Tea Room 
or Coffee shop, you enjoy the best of 


everything that belongs with fine 


eating. Make The New Yorker your 


New York home! 


Largest in Manhattan, 2500 Rooms - 
34th Street at Eighth Avenue, New York 1 


Tunnel Direct to Penn. Station 
New York 


After that, on the eve of the paint- 
up season, which reaches its height in 
April and May, the teaser campaign 
was transferred to national maga- 
zines. This was to catch the fancy 
and stir the curiosity of the consumer. 
Now the symbols, with explanation, 
are appearing in a wide variety of 
national magazines. 

The symbols also are used in many 
newspapers, including dealer adver- 
tising everywhere, in counter, win- 
dow and for floor displays, etc. At 
this stage the meaning of the sym- 


| bols is revealed. They mean secret- 
| ly processed tung oil. 


Flasher Sign Used 


Now that the secret is out, a large 
“flasher” sign, thousands of them, 


_ will go into each Nu-Enamel store 


window and in the Nu-Enamel de- 
partments in stores. Each is delivered 
crated, all set up for plugging in. 
Signs are as brightly colored as a 
fresh Nu-Ename! paint job. On the 
upper left-hand corner of the sign, 
a picture of a bunch of tung nuts 
is painted. Directly in front of the 
painting, hangs a bunch of the real 
nuts. 

Tieing in with the nuts, at their 
right, are the four characters in Chi- 
nese, which you can see but can’t 
pronounce. Under the nuts are three 
plastic “drops” indicating dripping 
oil. These are mechanically lighted, 
one after the other, to give the drip- 
ping effect. Also on the sign are three 


| stumpy arrows, plastic, each carrying 
| the word “means.” 


These light up in rotation to bring 


_ out the following points: 


MEANS Secretly Processed Tung 
Oil... . a time-tested ingredient of 


' ancient Chinese origin. 


MEANS 

No Brush Marks. 

Easier Application. 

More Beauty. 

Real Washability. 

Faster Drying. 

Means Paint-it-Yourself with 


| Nu-Enamel. 


Every salesman in a Nu-Enamel 
outlet is carefully schooled. He is 
impressed especially with two points. 
(a) He must know the story of tung 


| oil; (b) he must be prepared to dem- 


onstrate efficiently. Nu-Enamel, from 


| from its inception, has laid especial 


importance on the demonstration. 
Nu-Enamel’s management _ believes 
in “show ’em” and at the end of a 
demonstration the salesman must try 
to get the paint brush in the hands 
of the prospect. 

“See how easy it is,” the customer 
is told, “And notice ... . it leaves 
no brush mark.” 


Then, to make the sale come easier. 
the salesman asks the prospect about 
the job to be done or the area to be 
covered and estimates his needs—not 
in pints or gallons but in dollars ang 
cents. This, it has been found, js § 
especially convincing, and often the | 
thing that clinches the sale. 

The tung story that must be on 
the tip of every salesman’s tongue 
tells of its lasting qualities. Prized 
museum pieces, still bright, are on 
exhibit in the finer museums of the 
world. Some of them have a history 
going back 2,000 years. The Chinese. 
it is very well known, since before 
the dawn of history, have always 
used tung oil as the base of their 
lacquers. 

If you are not in too much of a 
hurry, the Nu-Enamel salesmen may 
tell you how tung oil has been used 
for untold centuries by the Chinese 
to close the seams and make the hulks 
of their juuks waterproof; how they 
have used tung-oil paints to water- 
proof their roofs and how they have 
even employed it to waterproof paper. 
It all comes out as a quick, brief lec- 
ture which leaves the customer feel- 
ing that here, finally, he has met a 
salesman who can tell him some of 
the inside facts about paints; facts 
that will mean satisfaction and sav- 
ing to him. 


Do-It-Yourself Appeal 


Nu-Enamel specially stresses the 
point that the paint user can do the 
job himself and get professional look- 
ing results when he uses Nu-Enamel. 
An obvious benefit is the saving ot 
the cost of labor. An added benefit | 
is the satisfaction derived from per- 
sonal accomplishment. 

To implant the sales story in the 
minds of all salesmen—distributor 
and dealer salesmen  alike—Nv- 
Enamel has only this winter com- 
pleted a new 16mm film, 800 feet. 
in full color. This goes very carefully 
into the romance of Nu-Enamel, tells 
why and how it should be used, and 
is a “freshener” on demonstration 
techniques. It is especially valuable 
for use in group meetings where !t 
supplements sales talks with color and 
action. 

Nu-Enamel, dealing in colors as !t 
does, is a firm believer in the use 0! 
color in teaching salesmen and 1 
closing the sale. It has always used 
painted exhibits, many of them half- 
painted to show the before and after 
effects, and this year is using a variety 
of new pieces and more of them. 
Many buyers will believe what they 
see though words and arguments may 
leave them cold. , 

The good demonstrator, Nv 
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Enamel salesmen are taught, must 
ply the brush with ease—gently and 
‘1 an effortless manner. He must 
seem to say, “Look, it’s so easy any- 
one can do it.” His purpose is to 
make the prospect itch to get his can 
of Nu-Enamel home and try his hand 
at his own job. 

“Keep your eye on the color and 
romance in this business,” L. Frank 
Pitts, president of Nu-Enamel, con- 
tinuously reiterates at sales meetings 
and whenever he talks to individual 
salesmen. “It is a fundamental theory 
that in advertising you must get at- 
tention first. I believe that our pres- 
ent campaign is getting these things 
better than any in the past. 

“Distributors and dealers were 
quick to show a marked curiosity as 
soon aS We sprung our teaser cam- 
paign. Their interest has made it 
very easy to get our sales story across 
to them. I think their interest in the 
story, and its possibility for increas- 
ing sales, will help to pass the sales 
story on to the consumer. And that 
is what we want done.” 


Theme Pushed Strongly 


National advertising in popular 
magazines, mostly in full color, plus 
dealer advertising in local newspapers 
almost everywhere with a more than 
liberal sprinkling of radio spot an- 
nouncements, all beating away at the 
theme, secretly processed tung oil, are 
expected to make every homemaker 
in the Nation highly conscious of 
Nu-Enamel. The next step is to iden- 
tify the stores to the passing public 
so that the interested prospect will 
know where he can buy Nu-Enamel. 

This is where the “flasher” sign 
with its display of real tung nuts 
plays its sales role. Until tung nut 
cultivation was undertaken a few 
years ago in our own South, few, if 
any, Americans had ever seen a tung 
nut. The nuts were never imported 
—only the oil. For that reason, after 
interest and curiosity in the tung nut 
had been aroused by a flood of na- 
tional magazine, newspaper and radio 
advertising and announcements, it 
Was considered good showmanship to 
unveil the source of it all—the tung 
nut itself. The sales idea: Stop the 
passerby on the street at the Nu- 
Enamel store. 

Right here, at this point, the point- 
ot-sale job becomes all-important. 
lhe salesman must be ready to make 
the presentation that will get the sale. 
Even before the demonstration, the 
window and interior displays must 
announce to the man on the street, 
Vhis is the place. Come in.” 

_To do this job, window trims and 
Window display pieces have all been 
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NO HANDS! 


Like the kid who proudly displays his ability to ride a bike “no 
hands", the Herald News points to its circulation coverage and 
says: "We do not spend any time or money in circulation promo- 
tion activities . . ." 


The Herald News sells itself—on merit . . . is bought for its big 
reader appeal by 97°, of the city's families. Advertisers know that 
this single newspaper buy gives them a bullseye on nearly every 
penny of the city's $95,000,000 retail sales volume. That's why 
total advertising linage increased 28°/, in 1947 . . . national 45% 
and grocery 55%. 


The Herald News really sells Fall River. 


FALL RIVER HERALD NEWS 


FALL RIVER, MASS. 
KELLY-SMITH CO. . . . . . . . . . NATIONAL REPRESENTATIVES 


New York, Boston, Philadelphia, Chicago, Atlanta, Detroit, Los Angeles, San Francisco 


—forms that stay clear and legible—that 
won't crack up under continued use. Ask 
your printer about this first requisite for 
business forms. He’s an expert. And he’ll 
tell you why “Rising is right for the job”! 


ee 
Rising Bond 
V 25% rag V white and 5 colors” 
V envelopes in 6 sizes V 4 weights 


V excellent printing surface for engraving, 
lithography, gravure or letterpress 


(4) Rising Papers 


ASK YOUR PRINTER...HE KNOWS PAPER! 


Rising Paper Company, Housatonic, Mass. 
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standardized. Close to 8,000 Nu- 
Enamel dealer stores and depart- 
ments, will catch the eye of the ever- 
passing millions. Always, there will 
be the Chinese symbols and tung 
nuts. 


Reach Independent Dealer 


It has long been recognized that 
the weakest spot in the armor of an 
independent retailer is his independ- 
ence. He can open his store on a 
morning and, if he feels like it, he 
can let nature take its course. Usually 
he feels like it. There is no one to 
tell him, “Do this. Do that. Change 
this window display. Get up these 
new counter displays. Here’s a new 
price banner announcing. . .” 

Selling needs a command post and 
men to carry the command down. 
Nu-Enamel is organized. Top man- 
agement, company field men, distrib- 
utors, distributors’ salesmen, store 
managers and dealers—each is say- 
ing to the next man all the way down 
the line: 

“Here are the materials, here are 
the window displays, here are the 
counter and_ point-of-sales pieces. 
Now’s the time. Come, get them in 


place. Be ready to tell the story. Be 
ready to demonstrate. Are the ‘be- 
fore and after’ displays ready? Re- 
member, there will be a succession of 
five display changes this year. Use 
them quickly, on schedule. Now... 
everybody together.” 

“Acceptance and demand are cre- 
ated by our vast national program of 
advertising. But to cash in on that 
acceptance and demand, we’ve got to 
show people where they can buy Nu- 
Enamel Products. Window displays 
incorporating half painted displays 
and the animated sign featuring tung 
oil will do a capable sales job by 
themselves. Tied in with the national 
advertising, they will amplify the na- 
tional program and do a terrific job. 

“Division managers and distribu- 
tors must carry the responsibility of 
getting the new window displays and 
other promotional material up and 
in place each succeeding month. The 
big drive is through the spring, the 
peak months in an annual paint-up 
and clean-up drive. 

“Complacency doesn’t sell goods,” 
continues Mr. Bredshall. ““Too often 
a clerk actually discourages a sale. 
I’ve seen it happen time and time 
again. It must not happen in a Nu- 


Enamel Store. If any clerk in any 
Nu-Enamel store fails to sell proper. 
ly that is our fault. He has not bee 
properly schooled in selling. If hy 
has not been properly taught, they 
our sales department has not don? 
its job. 


Over-All Training 


“First, in our training program 
we hold meetings with the distributor 
sales forces; next, we hold regional 
meetings for dealers conducted by dis 
tributor organizations; then, through § 
them, we reach the dealer organiza 
tions. Our color film gets the punch 
across. Scenes are laid in a typical 
Nu-Enamel store. These show dem- 
onstrations and actual sales being 
made by a trained Nu-Enamel sales 
clerk. The film pictures the points 
that are brought out by our speak- 
ers. Thus, what the ear doesn’t get 
the eye does.” 

Ask any Nu-Enamel _ salesman 
what he thinks of this year’s promo 
tional campaign, now that tung oil is 
available in quantity out of Chim 
‘cross the bay, and he is likely to 
reply with a faint trace of jest: 

“Tt’s the nuts.” 


STORY, BROOKS & FINLEY, INC. 
NATIONAL REPRESENTATIVES 


IMMEDIATE RESPONSE 


Advertisers who make passes at the South Bend market 
get a swift reaction. Test campaigns in “Test Town, U.S.A.” 
produce accurate and decisive results. The people | who 
live here buy here. They are typical of the nation’s in- 
dustrial-agricultural structure. That's 
ernment frequently uses this market for important tests 
and studies. Want all the facts? Write for free market 
data book entitled “Test Town, U.S. A.” 
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A Great Fight. A desperate fistic 


encounter between Dick Matthews, the champion of 


OURTESY OF BETTMANN ARCHIVE 


Australia, and Jack Brady, fought at Berkeley Station, Contra Costa County, Calif. 1883.° 


Lead with your Sunday Punch! Perhaps this 
statement would be a little frowned on by 
members of the fisticuff profession, but to a 
businessman, it makes good sense. Especially 
when the Sunday Punch is FIRST 3 MAR- 
KETS GROUP. 

Here’s a way you can concentrate your 
efforts on the marketing areas of New York, 
Chicago and Philadelphia where 38% of all 
the families of the U.S. live. These families 


THE GROUP 
WITH THE 


SUNDAY PUNCH 


FIRSiIp= 


MARKETS GROUP 


account for 43% of the total retail sales, 44% 
of the food sales, and 38% of the drugs. 

With finest colorgravure and rotogravure 
reproductions, your choice of either FIRST 3’s 
Magazine and Picture-Roto Combination or 
FIRST 3’s all Picture-Roto Group at approxi- 
mate 10% average discount from card rates. 

Whether you are looking for a primary 
medium or supporting buy, a good lead is 
FIRST 3’s Sunday Punch. 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 
Rotogravure « Colorgravure 


Picture Sections « Magazine Sections 


News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 ¢ Tribune Tower, Chicago 11, SUPerior 0044 « 155 Montgomery Street, San Francisco 4, GArfield 1-7946 
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Near Crisis at Oxford Paper Company 


by Tony Barlow 


— 


= 


ELUSIVE EVIDENCE! ONE OF 317 
CHARTS SHOWING OXFORD'S AUTOMATIC 
PROCESS CONTROLS IS MISSING AT 


XFORD makes many different 

grades of paper, and aims 
to make each one the highest 
quality of its kind. 


To help assure this quality, there 
is Oxford’s careful control of 
every step in papermaking—from 
mammoth stock piles of the right 
kind of pulpwood through each 


process to finished paper. 


More than 300 automatic controls, 
for example, are used to insure 
uniformity in our papermaking 
process. During each day’s run, 
testing laboratories constantly 
check samples. Other samples are 


actually printed to check proper 


performance. 
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END OF DAYS OPERATIONS. 


These controls and tests —together Paper merchants in key cities, 


with the long experience of coast to coast, handle these quality 
Oxford’s papermakers, many of | papers. Bring your printing 
whom have spent their entire lives — problems to them for practical 
at Oxford—are the basic reasons assistance in securing better 


for the high quality of Oxford 
papers. 


results where printing jobs must 
be right. 


Included in Oxford’s line of quality printing and label papers 
are: Polar Superfine Enamel, Maineflex Enamel Offset, 
Maineflex C1S Litho, Mainefold Enamel, White Seal 
Enamel, Engravatone Coated, Carfax English Finish, 
Super and Antique, Aquaset Offset and Duplex Label. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17. N.Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


DISTRIBUTORS 
in 48 Key Cities 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 
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Tips 


More Light on the Subject?— 


Want your merchandise to move 
faster, more effectively, through new 
lighting techniques? Sylvania Elec- 
tric Products, Inc., has published a 
booklet with bread-and-butter display 
ideas for merchandisers, store owners 
and managers. Called “The Right 
Ways to Light Your Merchandise,” 
the pamphlet explains the principle 
of Area Brightness Control. It de- 
scribes how controlled and correctly 
proportioned brightness levels in five 
lighting areas—ceiling, lighting 
equipment, vertical backgrounds, 
merchandise and floor—will result in 
sales-provoking displays. And it also 
emphasizes the need for different 
types of effects for different types of 
merchandise—impulse (self-service), 
semi-service, and style. The manual 
stresses the conviction that dramatic, 
lighting can be achieved with four 
elements: general (overhead) illumi- 
nation, accent lighting, showcase 
lighting, and wall display lighting. 
It’s available on request from the 
company at 211 Derby St., Salem, 
Mass. 


“Advertisers Rate and Data 
Guide." The 1948 issue of this an- 
nual publication is now available to 
advertisers. The present (23rd) edi- 
tion contains rates, circulation fig- 
ures, etc., for magazines, radio and 
newspapers, as announced up to Jan- 
uary 2, 1948. The directory covers 
general, farm, mail order and _busi- 
ness magazines, radio stations, and 
classified, rotogravure and display 
newspaper advertisements. Copies are 
tree trom E. H. Brown Advertising 
Agency, 20 North Wacker Drive, 
Chicago 6, TI. 


“Crime Loss Prevention." Crime 
costs American businessmen about $1 
billion annually. Yet a substanstial 
portion of this appalling loss is pre- 
ventable. And the Continental Cas- 
ualty Co. has issued a review of the 
devices and procedures available to 
usinessmen who want to safeguard 
their assets more efficiently. Included 
in the publication are sections on 
internal control (covering personnel 
supervision), mechanical protection, 
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check forgery, as well as the various 
forms and services of crime insurance. 
It may interest you to know that the 
booklet also contains a composite pic- 
ture of the average dishonest employe 
—the oldest being 62, the youngest, 


17, the average 35. And just for 
your mental file of miscellaneous 
facts: 93% of these dishonest em- 


ploves are male, only 7% female! 


For your copy, address Continental 
Casualty Co., Advertising Dept., 310 
South Michigan Ave., Chicago 4, 


Ill. 


For an angled dis- 
cussion on the question, When Shall 
We Repeat an Ad?, write to G. M. 
Basford Co., 60 East 42nd St., New 
York City, for a copy of the pam- 
phlet on “The Effectiveness of Re- 
peated Advertisements.” . . . And if 
business paper advertising figures in 
your promotional plans, you may 
want to see a copy of the “Study of 
the Relationship of Basic Product In- 
terest to Attention Value and Read- 
ership of Business Paper Advertis- 
ing.” It’s a survey recently completed 
by R. L. Edsall, vice-president and 
director of research, James ‘Thomas 
Chirurg Co., Inc., 414 Park Square 
Bldg., Boston 16, Mass. 


Timely Tips: 


300,000* 


NO-WASTE 
BEAUTY—INTEREST—CIRCULATION 
Exclusive Market of 


Beauty-Product Buyers! 
BEAUTY FAIR 


and its new sister magazine 
AMERICAN BEAUTY 
(Bonomo Women's Group) 


offer non-competitive 
leadership in their field 


*combined net paid guaranteed 
rebate backed (Members: ABC) 


BONOMO PUBLICATIONS, INC. 
Joe Bonomo, Publisher ard Editor 
1841 Broadway .. New York 23, N. Y. 


Beat all former records! 
Go directly to your REAL 
PROSPECTS with lists 
MADE-TO-ORDER for 
your sales or promotion 
job. No stock or shelf- 
stale lists sold—each com- 
piled individually for you 
from latest sources—F AST, 
ACCURATE, PRODUC. 
TIVE! 63 years of list lead- 
ship! Write to Dept. S$ 
for Ponton’s famous LIST 
O’TRADES. 


W. S. PONTON » 


635 Ave. of the Americas, New York 11 
WAtkins 9-5185, 6,7, 8.9 


Any presentation worth your sales- 
man’s personal time is well worth 
presenting properly. FUL-VU 
Binders are available in virtually 
every required size or shape—or 
can be made-to-order to suit your 


yy 


DERS WITH 
DOW SLEEVES” 


____ REDUCE SALES COSTS__ 


Selling 


enteaiely by COOKS’ Inc., Camden, N.J. 


*FUL-VU BINDERS KEEP PRESENTATIONS PRESENT-ABLE! 


requirements. 

Give your sales story the sparkle 
that closes the sale! Get samples and 
full details today. Call your station- 
ery supply house or write: Cooks’ Inc., 
784-48 W right Ave., Camden, N. J. 


IDEAL FOR: Executive Presenta- 
tions, Salesmen’s Catalog Sheets, 
Counter Sales Books, House to 
House Selling. 


*T. M. Reg. U. S. Pat. Off. 


PROTECTS 
COOKS’ OF 


SYSTEMS OF 


DISPLAY 


coming your way... 


ELECTRIC TURNTABLE is equipped with a built-in receptacle for lighting 


effects. It is designed to provide action in the displays for store windows. 


seess FOtO-Sho, an electric display 
turntable, permits “lighted mo- 
tion.”” Known as model 712, the 
Kasson turntable revolves three 
times a minute. It has a built-in 
two-way receptacle for all kinds of 
direct lighting effects and will 
allow rotary motion of electric 
appliances in actual operation. It 
can be employed in diversified 
ways, including the use of colored 
spotlights placed on the revolving 
table, ‘“‘blinker lights,” electric 
signs, etc. Model 712 is all steel, 
except for the heavy re-inforced 
casting that supports the 18 inch 
diameter table. The unit carries 
200 pounds. It operates on A.C. 
current only. Roto-Sho is a prod- 
uct of General Die and Stamping 
Co., 262 Mott St., New York 12. 


«sse:garage pattern = simplifies 
the job of constructing an attrac- 
tively styled garage and tool house. 
The pattern is for a building 13 
feet by 20 feet, ample room for 
even the longest car. The tool 
room is completely partitioned off 
from the main part of the garage 
and has a separate outside en- 
trance. A six foot work bench 
may be installed under the two 
casement windows. The tool room 
also includes a large closet for the 
storage of screens, storm windows 
or for the accommodation of a 
deep freeze unit. It is a develop- 
ment of Easi-Bild Pattern Co., 
Pleasantville, N. Y. 


esese Klick, an all-aluminum yard- 
stick, offers something different in 


BUILT FROM A PAPER PATTERN this attractive garage also houses a tool 


room, There is ample space for a six foot workbench underneath the windows. 


the field of measuring equipment, 
It folds in one simple operation 
to 1834 inches total length and js 
suitable for use wherever the old 
fashioned wooden yardstick was 
used. Because of the folding fea- 
ture the new metal yardstick can 
be stored in a drawer or on a 
shelf. There are holes in each of 
the ends so that it also may be 
hung on a hook. Since the metal 
edges and sides will not wear 
away, it provides permanent accu- 
racy in measuring—something a 
worn wooden yardstick cannot do, 
The figures on the Klick yardstick 
are die stamped so that there js 
no danger of fading or wearing 
off. It is being distributed by the 
C. S. Thompson Co., Wichita, 


Kansas. 


STENO-BOOK AND COPY HOLDER 
may be clamped firmly on the knee. 
It has sockets for two extra pencils. 


sense Stenodex, a convenient note- 
book holder, is designed to help 
the secretary to greater efficiency. 
The device, when clamped over 
the knee, provides a firm writing 
table. The “table” section is easily 
adjusted to suit the stenographer’s 
preferred writing position. It swi- 
vels to any angle and may be 
moved backward or forward. Two 
pencil holders on the underside 
of the table enable her to keep 
extra pencils readily at hand to 
replace dull or broken ones. For 
transcription work the secretary 
may prop the Stenodex on _ her 
desk at any angle desired as the 
knee clamp also serves as an easel. 
Made of plastic, the Stenodex 1s 
available in walnut, gray and bur- 
gundy. It is manufactured by 
Zephyr American Corp., New 
York 19, N.Y. 
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pictures — 


=! help your business in 3 basic ways 


16mm. sound motion 


O employee training 
@ sales demonstration 


© consumer education 


Tests prove people understand 
quicker, understand more and te- 
member longer when they see and 
hear it on the screen. That’s why 
alert business men use 16mm. 
sound films to develop skills, en- 
courage company loyalty and dem- 
onstrate products and _ processes 
dramatically. That is why today, 
thousands of Ampro sound projectors are de- 
livering coxsistently excellent performances 
for leading industrial concerns all over the 
world. 


The Ampro “Century 5” sound projector 
has been especially designed for commercial 
use—for training or demonstrating to groups 
of 100 or less. It is a compact, one-case 
unit, so built that either half of the case 
can be used to raise the light beam over the 
heads of the audience and to permit the use 
of larger reels. It is an exceptionally qufet- 
running projector. Ampro quality is main- 
tained in every detail, but all features not 
needed for its special purpose have been 
eliminated. That means real economy—and 
a price within the range of every budget. 
Before deciding on a 16mm. sound pro- 
jector—be sure to see a demonstration of 
the Ampro “Century 5.” 


ER 


Send for FREE Circular 


e- on Ampro 16mm SOUND Projector ‘‘Century 5’’ giving 
ip ' full specifications and prices. If you are interested in 
sound metion pictures send {0c for 
v. 16-page booklet. ‘‘The Amazing Story 
c of Sound Motion Pictures.’’ It dra- 
er matically illustrates the various steps 
1 in the recording and reproducing ef 
£ sound on film. 
ly E EQuipmeENT * Trade Mark Reg. U.S. Pat. Off. 
§ : ° £ ° 
ty we put more into it so that you can get more ouf of if 
A General Precision Equipment Corporation Subsidiary 
be In Canada: Telephoto Industries Limited, 1195 Bay Street, Toronto 
v0 
le 
: ' 
P = AMPRO CORPORATION 
tO : 2835 N. Western Ave., Chicago 18, Ill. 
yr oe ma AMPROSLIDE MODEL ‘'30-D""  § Please send me free circular giving full details 
THE AMPRO "IMPERIAL sen tenia & about the Ampro t6mm SOUND PROJECTOR 
y lé6émm, Silent and ° s o § “CENTURY 5”. JI enclose 10c () for a copy of 
oe Projector. A slides. § the illustrated booklet, ‘“‘The Amazing Story of 
“ rugged, depend- Offers extra bril- © Sound Motion Pictures.” 
1€ able machine liant illumina. 8 
| with an enviable tion, split-second © Jt am also interested in: 
4 record of per- interchange - - an ” 
e formance in ability from slides (1) Amprosiide Model ‘30-D’’ rrojector 
1S thousands of to filmstrips and g © Ampro “‘Imperial’’ t6mm. Silent Projector 
homes, ee, back—simplified, 1 
r- clubs and schools quick threading 
: all over the world. for filmstrips — § TODD ws cost ee tvovescsossestionedssoeereoevenne 
}; SE Sie II, avin sini: as b.dodow ccutacwouery Coen cacdaednees 
cusing, operating § 
" and cleaning. g City aN bates bias uetaovetiunns buco ee 
© GRE icéwsescds 


A Current List of 
Selected Information Sources 


Compiled under the direction of PETER B. B. ANDREWS, 


Former Industrial Economic Advisor, War Production Board 


Part | 


SALES MANAGEMENT readers will 
find this revised* reference list help- 
ful not only from the standpoint of 
providing the sources for many use- 
ful, live, recurrent series of statistics 
conveniently compiled, but also in 
revealing to them the sources of 
many data which they scarcely realize 
exist. 

Some of the items carried are of 
general nature, such as the data on 
capital flotations; others are of a 
more specific nature, such as the 
Federal Reserve Board index figures 
on department store sales, stocks and 
collections, or the weekly figures 
available on automobile and steel pro- 
duction. 

The nature and source of the data 
—whether in dollars, units or indices 
are indicated, and where, according 
to the latest information there is no 
charge, nothing is carried on the item 
about charges. The following keys 
have been used throughout: 


9—9Quarterly 
M—Monthly 

F —Fortnightly 
W—Weekly 


* indicates Government sources, 
material obtainable from Gov- 
ernment Printing Office, Wash- 


ington 25, D, C. 


Lack of sufficient space prevents 
the inclusion of the many excellent 
annuals and semi-annuals issued in 
private industry and by the Govern- 
ment. Since the object is to compile 
largely a current series, all quinquen- 
nial and decennial data from Gov- 
ernment sources also have been 
omitted. 

If you wish to obtain individual 
copies of any of the items listed, or 
to be placed on any mailing list to 


*This bibliography is a revision of an 
earlier listing of the same title distrib- 
uted by SM’s Readers’ Service Bureau 
as No. 135. If your library is using the 
No. 135 list, please destroy it and sub- 
stitute the new one. Part II of this list- 
ing will appear in SM for May 1. About 
June 1 a complete reprint, embodying 
both parts, will be available through 
the Readers’ Service Bureau, price 25c.— 
The Editors. 
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receive periodical publications, 
PLEASE write to the source indicated 
in the bibliography, Not to SALES 
MANAGEMENT. 


ACCIDENTS 


Number of industrial injuries—estimated 
(M)—Dept. of Labor.* 


AGRICULTURE 


Prices paid and received by farmers, in- 
cluding prices paid for commodities 
used in living; Crop and _ livestock 
estimates in indexes, income in dol- 
lars; Agricultural loans outstanding 
in dollars. (M) Estimates of principal 
crops in units, (Q)—Dept. of Agricul- 
ture.* 

Agricultural wages per hour. (M)—Dept. 
of Labor.* 


AIR CONDITIONING 


Shipments (domestic and export) of air 
conditioning and commercial refrig- 
eration equipment in units and value; 
and number of components’ purchased, 
by type and by size group. (Q)—Bu- 
reau of the Census.* 


AIRCRAFT 


Revenue, miles flown, express and freight 
carried in lbs., express and freight 
ton-miles flown, passengers carried, 
and passenger-miles flown for sched- 
uled air lines. (M)—Civil Aeronau- 
tics Board.* 

Statistics on aircraft engines and related 
subjects. (F)—Chilton Co., Philadel- 
phia, Pa., fee. 

Data on employment and wage conditions. 
(M)—Dept. of Labor.* 

Number of manufactured airplanes 
shipped to domestic customers and for 
export—Dept. of Commerce.* 


ALCOHOL AND ALCOHOLIC 


BEVERAGES 

Liquor store retail sales in_ dollars. 
(M)—Dept. of Commerce.* 

Production, consumption and _ stocks in 


gallons, and fermented liquor in bar- 
rels. (M)—Bureau of Internal Rev- 
enue, Treasury Dept.* 

Index of production. (M)—Federal Re- 
serve Board.* 


ALUMINUM WROUGHT PRODUCTS 


Shipments and unfilled orders by major 
type of rolled, drawn, and extruded 
product. (M)—Bureau of the Census.* 


ANIMAL FATS 


Factory production, consumption and 
stocks, in Ibs. (M)—Dept. of Agricul- 
ture.* 

APPAREL 

Clothing store sales in dollars—men’s, 


women’s and family. 
Commerce.* 

Consumers Price Index, employment, pay- 
rolls, average earnings indexes, retail 
and wholesale prices. (M)—Dept. of 
Labor.* 

Index on cost of clothes. (M)—National 
Industrial Conference Bd., 247 Park 
Ave., New York. 

Failures in clothing industry. (M)—Dun 
& Bradstreet, 290 Broadway, New 
York. 


ASPHALT 


Prepared roofing shipments in thousands 
of squares. (M)—Dept. of the Inte- 
rior.* 


AUTOMOBILES 


Retail store sales of automobiles, also 
parts and accessories. (M)—Dept. of 
Commerce.* 

Production, registration and other data. 
(W)—Automotive News, _ Detroit, 
Mich. 

Index figures on production, orders, ship- 
ments and inventories, (M). Figures 
on profits and dividends, (Q).—Fed- 
eral Reserve Board.* . 

Comprehensive coverage of automotive 


(M)—Dept. of 


— 


industry. (M)—Motor Magazine, 572 | 


Madison Ave., New York. 
Periodic releases—Automobile 
turers Assoc., Detroit, Mich. 
Data on employment and wages. (M)— 
Dept. of Labor.* 


BANKING 


Bulletin on national banks, (W). 
ment on capital stock of national 
banks, national bank notes and Fed- 
eral Reserve Bank notes, (M)— 
U. S. Comptroller of the Currency, 
Treasury Dept.* 

Bank condition, deposits, investments and 
loans, postal savings, in dollars; 
Money and interest rates in per cent, 
Bank debits for 141 centers in dollars. 
(M)—Federal Reserve Board.* 

Banking, covers figures and activities of 
banking industry. (M)—American 
Bankers Association, 200 Madison 
Ave., New York, fee. 

BARRELS, DRUMS AND PAILS 

Production, shipments and unfilled orders 
by gauge, by capacity, or by type of 
construction. (M)—Bureau of | the 
Census.* 

BATTERIES 

Shipments of automotive replacement bat- 
teries in units. (M)—Dept. of Com- 
merce.* 

BOILERS 

New orders, production and shipments 
in units. (M)—Dept. of Commerce. 


BONDS 


Prices, yields and sales, and related data 


Manufac- 


* Washington 25, D. C. 
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‘his cs \oledo 


...Home of McKay-Davis Company 


ONE OF THE NATION’S LEADING MANUFACTURERS OF 
EFFERVESCENT MEDICINAL PRODUCTS 


pt. of 
Pay- 
retail 
Dt. of 
ronal 
Park 
-Dun 
New 
ands 
Inte- 
also 
t. of 
data. 
troit, 
Modern facilities and ad- 
ship- vanced equipment permit 
ures exact laboratory control of 
Fed- McKay- Davis products. 
tive | 
572 
fac- . . * . 
Using the basic principle developed nearly Current expansion of its activities finds 
- a century ago by Giovanni Donofrio, the McKay-Davis today also large wholesale 
third generation of the Donofrio family is manufacturers of aspirin, as well as special- 
ate- | now engaged, in the McKay-Davis Com- ized products marketed under its own name 
mal pany, in quantity production of effervescent ... With 21 foreign representatives, 
ys chemical products of recognized superior McKay-Davis is important in the foreign 
ncy, quality for the pharmaceutical trade... as well as domestic pharmaceutical trade. 
and / 
ars; 
| d this is the TOLEDO BLADE 
Ts ees d n | S | S e 
of & 
can fi The diversity of Toledo manufacturing activities is highlighted once 
a again by such companies as McKay-Davis, who find Toledo ideal not only 


for favorable conditions of production but also as a center of distribution 
... Strength and balance characterize the whole Toledo market... the 
of & .city...the metropolitan district...the retail trade area of 14 fine 
counties, rich in agricultural production. Strength and balance also 
characterize the Blade’s coverage of this important ‘Double-Value” 
market... Write for booklets, ‘This is Toledo’ —Second Edition, and 
ym- “The Toledo Market.” 


=| TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 
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(W)—Standard & Poor’s, 345 Hudson 
Street, New York, fee. 


BOOKS 


Number of new books and_ editions. 
(M)—Publishers Weekly, 62 W. 45th 
St., New York, fee. 


BOXES 


Indexes on folding paper boxes, value, 
new orders and shipments. (M)— 
Dept. of Commerce.* 


BUILDING 


Indexes on value of construction contracts, 
total and residential. (M)—Federal 
Reserve Board.* 

Construction activity in dollars, overall 


and separately for residential, tarm, 
public utility, military and highway. 
(M)—Dept. of Commerce.* 

Indexes of building construction, based 
on building permits; Wholesale prices, 
including brick, cement, lumber and 
paint; Data on employment conditions 
and wages, (M).—Dept. of Labor.* 

Index of cost of materials, cost of labor 
in building a standard 6-room frame 
house. (M)—Federal Home Loan 
Bank Administration.* 

Value of contracts awarded, in dollars. 
(M)—F. W. Dodge Corp., 119 West 
40th St., New York. 

Construction cost breakdown by apart- 
ments, commercial, factory and resi- 


dence. (M)—E. H. Boeckh & Asso- 
ciates, American Bldg., Cincinnati, 
Ohio. 


CARTER FABRICS 


—subsidiary of J. P. Stevens & Co.—one 
of the World's largest textile organiza- 
tions with net sales of $224,272,000—has 
one of the Carter Plants and the Steven's 
central buying office in Greensboro with 
annual purchases of many millions. 


W. J. Carter 


President 


REENSBORO MARKET—a rich agricultural 
and diversified industrial market with a gross buy- 
ing income of $486,487,000.* More than one- 
fifth of the retail sales in North Carolina are 
concentrated in this 12 County area with 631,000* 


people or one-sixth* of the state's population. 


== GREENSBORO 


NEWS and RECORD 


"ID17 Sales Management figures. 
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GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelly, Inc. 


Index of building cost, all types. (M)~ 
Engineering News Record, 330 Wes 
42nd St., New York. 

Index of building cost. (M)—Americay 
Appraisal Co., 525 East Michigan g 
Milwaukee, Wis. 

Index of industrial building cost. (Q)~ 

Aberthaw Co., 80 Federal St., Boston, 

Mass. 


BURNERS : 


Production, shipments, stocks and ney 
and unfilled orders by class of burp. 
ers, and by method of operation of 
oil burning. (M)—Bureau of th 
Census.* 


BUTTER 


Wholesale prices, production in lbs. and 
inventories in lbs.—Dept. of Agricul. 
ture.* 


CANADA 


Railway traffic carried in units; Indexes 
of construction, electric power, manv- 
facturing, forestry, mining, industrial 
production and distribution; Indexes 
of farm marketings, grain and live- 
stock, cost of living and wholesale | 
prices, (M).—Dept. of Commerce.* 


CANDY 


Sales by manufacturers, in 
(M)—Dept. of Commerce.* 


CANS 


Steel consumed in metal cans shipped, by 
type, with separate data for commer- 
cial and captive operations. (M)—Bu- 
reau of the Census.* 


dollars. 


CANNING CLOSURES 


Production and shipments of metal and 
non-metal closures by type. (M)— | 
Bureau of the Census.* 


CAPITAL FLOTATIONS 


By types of securities, new capital and 
refunding, in dollars. (M)—Commer- 
cial & Financial Chronicle, 25 Park | 
Pl., New York, Fee. 

Proposed uses of new capital in dollars. 
(M)—Securities & Exchange Commis- 
sion.* 

State and municipal issues, in dollars. 
(M)—Bond Buyer, 67 Pearl St., New 
York, fee. 


CARLOADINGS 


By type of product, in dollars. (M)— 
Assoc. of American Railroads, Wash- 


ington, D. C. 
Indexes by type of product. (M)—Fed- 
eral Reserve Board.* 


eee 


—when you use the same avenue 
of communication your 
customers do 
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CASTINGS 


——— 


Shipments and unfilled orders, by types 
of steel, shipments by type of furnace; 
separate data for commercial and 
captive operations. (M)—Bureau of 
the Census.* 


CATTLE AND CALVES 


Slaughter, receipts, shipments in units, 
and prices. (M)—Dept. of Agricul- 
ture.* 


CEMENT 


Production, shipments, and stocks, in Ibs. 
(M)—Dept. of Commerce.* 

Index of cement production. (M)—Fed- 
eral Reserve Board.* 

Index of wholesale prices. (M)—Dept. 
of Labor.* 


CEREAL AND BAKERY PRODUCTS 


Index of wholesale prices. (M)—Dept. 
of Labor.* 


CHAIN STORE SALES 


Estimated in dollars for automotive parts 
and accessories, building materials, 
furniture and housefurnishings, men’s 
wear, women’s wear, shoes, drugs, 
eating and drinking, grocery and com- 
bination, department stores, dry goods 
and general merchandise stores, mail 
order and variety stores—all retail 
sales. (M)—Dept. of Commerce.* 


CHEESE 


Imports, production and stocks in Ibs., 
prices per Ilb.—Dept of Agriculture.* 


CHEMICALS 


Figures on profits and dividends of 30 
chemical companies, (Q). Production 
indexes; Manufacturers’ orders, ship- 
ments, and inventories, (M).—Federal 
Reserve Board.* 

Production and stocks, in units, of every 
major type of chemical. (M)—Dept. 
of Commerce.* 

Production of 45 industrial inorganic 
chemicals. (M)—Bureau of the Cen- 
sus.* 


CIGARETTES & CIGARS 


Consumption (tax-paid withdrawals) in 
units, also tax-free in units, whole- 
sale prices in dollars. (M)—Bureau 
of Internal Revenue, Treasury Dept.* 

Cigarette exports in units. (M)—Dept. 
of Commerce.* 


CLAY CONSTRUCTION PRODUCTS 


Production, shipments and _ stocks of 
brick, structural tile, vitrified sewer 
pipe, floor and wall tile, and drain 
tile, and other clay construction prod- 


* Washington 25, D. C. 


FULL COVERAGE FOR YOUR 
PACIFIC COAST 
DISTRIBUTION! 


Aggressive, well-established Western 
sales organization specializing in pack- 
aging products now considering new 
lines. Complete Pacific Coast distribu- 
tion, warehouse, sales and service fa- 
cilities, plus experienced field sales 
force and competent office staffs as- 
sures peer and effective representa- 
tion. Over 30 years successful experi- 
ence in handling nationally recognized 
products. Amply financed. Investigate 
today. All inquiries confidential. Write 
or wire: Box 2523, Sales Management, 
386 Fourth Ave., New York 16, N. Y. 


APRIL 15, 1948 


COFFEE 
Clearances from Brazil, visible supply 
in U. S., in thousands of bags, whole- 
sale prices. (M)—Dept. of Com- 


ucts, by type of product and by region. 

(M)—Bureau of the Census.* 

Index of clay products production. (M)— 
Federal Reserve Board.* 


merce.* 
COAL & COKE Periodic statistical releases—N. Y. Coffee 
Coal report, (W). Coal shipments, (M). Exchange, 115 Pearl St. New York. 
Estimates of coal and coke produc- 
tion, (M).—Dept. of Interior.* COMMODITIES 


Production indexes, anthracite and bitu- 
minous coal and coke. (M)—Federal 
Reserve Board.* 

Indexes of employment, payrolls and av- 
erage earnings and price index. (M) CONCRETE PRODUCTS 
—Dept. of Labor.* 


Prices: of all leading agricultural and 
mineral commodities—Dept. of Labor.* 


Production, shipments, and stocks of con- 
crete masonry, other structural con- 


COCOA crete products, and concrete conduits 
Imports in units, and dollar value of and pipe, by type and by region. (Q) 
cocoa beans. (M)—Dept. of Labor.* —Bureau of the Census.* 


A SENSATIONAL NEW ADDITION TO OPERADIO’S 
LINE OF SOUND SLIDEFILM PROJECTORS ... 


For Selling! - 


For Training! 


No Bong! 
The EXPLAINETTE, 
automatically synchronized 


Positive Action! 


method of advancing slidefilm is Low Cost! 
the result of years of research. It is a 
simple, practical method ... eliminating 
pauses in narration or music during 
each frame advance. The automatic 
synchronized advance is accomplished by a signal on the film... 

there are no bongs, cues or any other signals incorporated in the record- 


ing. It is a completely new method . .. write for details on the 


EXPLAINETTE “Automatic” today! 


oPERADIo 


o 
SOUND SLIDEFILM EQUIPMENT 


OPERADIO MANUFACTURING CO., Dept. SM-48, St. Charles, Ill. 
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THE MAN 
ho Holds the 


THE MAGAZINE 


that speaks for him 


THE FAMILY DOCTOR holds a post of 
special trust in the American home. Mothers 
and their growing families seek and respect 
his advice on many phases of health, from ald 


habits of eating, sleeping, work and play to care of the eyes, teeth, skin and 
general health. 


Much the same receptive attitude greets the health advice of HYGEIA, The 
Health Magazine of the American Medical Association. In doctors’ offices and 
in their own homes, mothers read and heed its counsel on family welfare . . . 
note and welcome the constructive suggestions of HYGEIA advertisers. 


HYGEIA will convey your advertising messages—with prestige—to the con- 
scientious family people who make it a practice to invest in health. 


From 1941 to 1948, rates per thousand subscribers in HYGEIA have steadily decreased. | 
NOW your advertising dollar buys 36 per cent more in this health-minded market! 
| 
| 


ee 
Ci a THE HEALTH MAGAZINE | 
OF THE | 
AMERICAN MEDICAL ASSOCIATION | 
535 NORTH DEARBORN + CHICAGO 10, ILLINOIS 
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CONSUMER CREDIT 


Sales debt, in dollars, for automobil. 
dealers, department store, mail order. 
furniture, household appliance, jewelr; 
and other stores. (M)—Federal Re. 
serve Board.* 


CONSUMER EXPENDITURES 


For goods and services, in millions of 
dollars. (M)—Dept. of Labor.* 


CONTAINERS 


Production, shipments, and stocks of nar- 
row neck and wide mouth glass cop- 
tainers, by type and by end use. (M 
—Bureau of the Census.* 

Shipments of paper shipping containers, 
corrugated and solid fiber, in sq. ft, 
of surface area. (M)—Dept. of Con. 
merce.* 


COOKING APPLIANCES 


Production, inventories, and unfilled or- 
ders in units and shipments in units 
and value by type of fuel consumed, 
(M)—Bureau of the Census.* 


COST OF LIVING 


Overall index and individual indexes for 
clothing, electricity, food, gas, ice, 
house furnishings, rent, and miscel- 
laneous. (M)—Dept. of Labor.* 


See also: Purchasing Power of the Dollar, 
in this Directory. 


COTTON 


Cotton and linters consumed and on hand, 
imports and exports, and cotton spin- 
dles active, (M). Activity in cotton 
and spun rayon sale yarn, cotton cord- 
age and twine, (Q). Cotton broad 
woven goods produced, (Q). Cotton 
consuming spindles in place, (M).— 
Bureau of the Census.* 

Cotton ginnings by states and counties, 
(F). Cotton consumption, stocks at 
mills and in public storage, cotton and 
linter consumption and inventory by 
states, (M).—Dept. of Agriculture.* 


COTTONSEED PRODUCTS 


Cottonseed received, crushed, and held in 
stock by states; and cottonseed prod- 
ucts produced, shipped and held in 
stock in the U. S. (M)—Bureau of 
the Census.* 


CROPS 


Total farm marketings index. (M)— 
Federal Reserve Board.* 

Estimates of crops: wheat, barley, corn, 
oats, rice, rye, tobacco and others. 
(Q)—Dept. of Agriculture.* 
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CURRENCY IN CIRCULATION 

In millions of dollars. (M)—Federal 
Reserve Board.* 

DAIRY PRODUCTS 


Indexes of cash income from marketing, 
manufacturers’ food products index. 
(M)—Federal Reserve Board.* 

Prices. (M)—Dept. of Agriculture.* 


DEPARTMENT STORES 

Indexes by principal cities of sales, stocks, 
collections. (M)—Federal Reserve 
Board.* 

DEPOSITS IN BANKS 


Demand, time and savings deposits in 
dollars. (M) — Federal Reserve 
Board.* 

DIVIDENDS AND INTEREST 

Payments in millions of dollars. (M)— 
Federal Reserve Board.* 


DRUGS 


Store sales in dollars. 
Commerce.* 


(M)—Dept. of 


EARNINGS 


Workers’ earnings weekly and hourly for 
these industries: iron and steel, ma- 
chinery, machine tools, autos, aircraft, 
shipbuilding, metals and _ products, 
textile mill products, apparel, leather 
products, food, tobacco, paper, print- 
ing and publishing, chemicals, coal, 
petroleum products and rubber prod- 
ucts.—(M) Bureau of Labor Statis- 
tics.* 


ELECTRICAL EQUIPMENT 


Indexes manufacturers’ orders, shipments 
and inventories. (M)—Federal Re- 
serve Board.* 

(Q) Dept. of Commerce.* 

Orders, sales and shipments in dollars.— 

Electric lamps production and stocks in 
units, and shipments (domestic and 


export) in units by value, by type 
and by size. (Q)—Bureau of the 
Census.* 


ELECTRIC POWER 

Production, sales and revenue of electric 
power. (M)—Edison Electric Institute, 
420 Lexington Ave., New York. 

EMIGRANTS AND IMMIGRANTS 

Number of. (M)—Dept. of Labor.* 


EMPLOYMENT 


Indexes for all major industries, also 
estimates of numbers employed. (M) 
—Dept. of Labor.* 

Totals of estimated labor force. (M)— 
Bureau of the Census.* 


EXCHANGE RATES 


Foreign exchange rates in dollars per for- 
eign unit of currency for eleven coun- 
tries. (M)—Dept. of Commerce.* 

EXPORTS 


By Principal commodity and by country, 
in dollars. (M)—Dept. of Commerce.* 


FABRICATED METAL PRODUCTS 


Value of shipments and unfilled orders 
for about 200 classes of fabricated 
metal products; value of shipments 
and employment classified by princi- 


* Washington 25, D. C. 
APRIL (5, 


1948 


ARIETY 


PLAQUE AWARDS FOR 1947 


How to Run a Radio Station—WSM 


WSM 


In these days of tightened purse-strings 
and heightened competition for billings, 
many are the stations inclined to let a net- 
work feed them, filling in their local per- 
iods with a couple of disk jockeys and a 
big stack of records. Not so Nashville’s 
WSM. In a city of only 175,000, this “air 
castle of the South” maintains an amazing 
total of 200 entertainers on its talent staff 
—a policy which it has made to pay off in 
a score of ways, not the least of which is 
an enviable roster of public service pro- 
gramming. As a result of its gamble, the 
station can boast that its vast stable of live 
talent not only is supporting itself, but is 
available for a spread of public service 
airers, the like of which few stations 
could duplicate. WSM’s special dish is 
corn—hillbilly, cowboy, folk music. The 
folks down Tennessee way love it, and 
WSM gives it to them, not from e.t.’s, but 
live, through such favorites as Roy Acuff, 
Red Foley, Francis Craig, Cowboy Copas, 
Minnie Pearl, Snooky Lanson, etc. 

To inject real life into its public service 
projects, the station has ‘but to pluck from 
this roster. WSM, for instance, plugged 
farm safety for a solid year, using live 
dramatic stanzas. Currently, the station 
is doing a 52-week series on the Freedom 
Train and America’s heritage. WSM’s 90- 
minute midday sequence for the farmers 
(and not a minute of it is for sale), gets 
full-fashioned talent treatment. Ditto the 
station’s kiddie shows. Station has cashed 
in on the hit-tune popularity of “Near 
You,” composed by its own disk jockey 
Francis Craig; Acuff and other WSM staff- 
ers are well up from among record faves 
in their field. WSM originates eight NBC 
shows. It regularly airs waxed BBC 
shows, in turn sends its own folk music 
to Britain. It all adds up to a bright ex- 
ample of how to run a radio station. 


No, this character isn’t typical 
of WSM engineers—or of the 
rest of the staff for that matter. 

But confused? 

Sure, there are times in our 22 
years of operation when we’ve 
felt as confused as he looks. 

But we’ve never stopped try- 
ing. 

That’s why we feel simply 
and sincerely grateful to Va- 
riety for having pointed to our 
operation last year with the 
citation, “How to Run a Radio 
Station”. 

It’s nice to be told that the 
sweat of your brow has paid 
off with recognition. It’s espe- 
cially nice when it comes from 
a sourcé so highly respected by 
the radio industry. This Va- 
riety Showmanagement Award 
is incentive to continue trying 
to do the best radio job of 
which we are capable. 


WSM 


NASHVILLE 


HARRY STONE, Gen. Mgr., IRVING WAUGH, Com. Mgr. © EDWARD PETRY & CO., Nat’! Rep. 
50,000 WATTS © CLEAR CHANNEL © 650 KILOCYCLES © NBC AFFILIATE 
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pal, prewar, and current product and FATS AND OILS FIRE LOSSES 


by principal states and_ industrial 


areas; value of shipments and unfilled Factory consumption of primary vegetable In thousands of dollars. (M) —Nationa| 
orders for principal products of plants and animal fats and oils used in re- Board of Fire Underwriters, 85 Joby 
classified by prewar product (M). fining bg pcos and in produc- St. New York. 
bile _ ee tio i a i i 
Consumption and end-of-quarter in- fies Fs . " — products, 
ventories of carbon and alloy steel (Q). ~~ production and con- FISH 
vk - - — sumption actory and warehouse . , ; : : 4 
for the principal industries and prin- a f : bl ‘Is inal @ Landings in lbs. fresh fish in 4 pory:? 
cipal states and industrial areas, (Q). ane Se vegetanie ons, enemal fats, stocks, cold storage. (M)—Dept, ¢ 
aliases ok as Cie ’ fish and marine mammal oils, greases, eae = ne PL ot y 
2 secondary products, glycerin, hydro- NESE. 
ted oils, s i ri - 
FAILURES pene e oils, shortening, and winter FLOUR 
ized vegetable oils, consumption and 
Industrial and commercial, by number stocks of raw materials by regions, Production of flour, consumption of whex 
and in dollars. (M)—Dun & Brad- (M).—Bureau of the Census.* and rye grains in flour milling; ang 
street, 290 Broadway, New York. mill capacity. (M)—Bureau of th 
FERTILIZERS Census.* 
FARM WAGES a‘ 7 ‘ 
Consumption, exports and imports in tons, FOODS 
In dollars, per month. (Q)—Dept. of wholesale prices per 100 Ibs. (M)— ° 
Labor.* Dept. of Commerce.* Retail sales of grocery, combination food 


and other stores, in dollars. (M)~— 
Dept. of Commerce.* 

Indexes of production, shipments and jp- 
ventories of food by manufacturers, 
(M)—Federal Reserve Board.* 

Personal consumption expenditures, (Q). 
Employment conditions and _ wages, 
(M).—Dept. of Labor.* See also 
Butter, Cheese, Eggs, Fats, Fish, Flour, 
Meat, Milk, etc. 


FORECLOSURES ’ 


Real estate foreclosures. (M)—Federal 
Home Loan Bank Administration.* 


FOUNDRY PRODUCTS 


Shipments and unfilled orders by type of 
casting and by type of metal. (M)— 
Bureau of the Census.* 


EARN FRUITS AND VEGETABLES 
GREATER Apple shipments, stocks, citrus fruit ship- 


ments, frozen fruit and _ vegetable 


PROFITS stocks, potato prices and unit ship- 
ments. (M)—Dept. of Commerce.* 
IN THE 


FUELS 
SOUTH’S Indexes of bituminous coal, anthracite 
coal and crude petroleum production. 
GREATEST (M)—Federal Reserve og ye 7 
Retail sales of fuel and ice in dollars. 
MARKET (M)—Dept. of Commerce.* 
Fuel in cost of living. (M)—Dept. of 
Labor.* 
| FURS 


Backing up your advertising message with a de- ee, a 


TIMES PICAYUNE DAILY pendable, result producing partner is as impor- chants Association, 393 Seventh Ave. 
162,824* tant in advertising as it is in tennis. N. ¥. ¢. 
g 
STATES DAILY When you use the dominant morning Times- ranean ; —— oe 
* Pi ° . . 3 3 Production and inventories in units, an 
88,688 icayune in combination with the productive shipments in units and value, by type § 
evening States you reach two ready-to-buy audi- of fuel, type of material, and tyne of : 
beswoa ences with one low-cost coverage. | * Washington 25, D. C. q 


‘ It actually costs you less money per reader to 
ABC PUBLISHERS ° . a 4 ‘ P 
STATEMENT, 6 MOUTHS advertise. in the morning-evening combination 
ENDING SEPT. 30, 1947. Times-Picayune--New Orleans States than in any 
other combination of media in the responsive 

postwar New Orleans market. 


THE TIMES-PICAYUNE 
NEW ORLEANS STATES 


Owning and Operating Radio Stations WTPS & WTPS (FM) 
Member A. N. A. Network Representatives: Jann & Kelley Inc. 


The fight is on tor the same dollar. It's 
a healthy fight. Make it profitable. Use 
the Ist paper 
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function, (M). Value of orders booked 
for blowers, fans, unit heaters, and 
accessory equipment, (Q).—Bureau of 
the Census.* 


FURNITURE 


Operations in per cent of normal, new 
and unfilled orders and shipments in 
number of days’ production. (M)— 
Seidman & Seidman, Grand Rapids, 
Mich. 

Index of retail 
housefurnishings. 
Commerce.* 


furniture and 
— Dept. of 


sales of 
(M) 


GAS 


Customers’ sales and revenues in dollars. 
(M)—American Gas Association, 420 
Lexington Ave., New York. 


GASOLINE AND OIL 


demand, consumption, stocks, 
exports, in units per month, prices. 
(M)—Dept. of the Interior.* 

Gasoline and oil production and stocks 
by states and districts. (W)—Ameri- 
can Petroleum Institute, 50 West 50th 
Street, New York. 

Index of gasoline production and petro- 
leum production; figures on profits and 
dividends of 45 oil producing and 
refining companies. (Q)—Federal Re- 
serve Board.* 

Retail sales of filling stations in dollars. 
(M)—Dept. of Commerce.* 


Production, 


GELATIN 


Production, shipments and stocks of gela- 
tin made from ossein and hides, classi- 
fied as edible, inedible, pharmaceuti- 
cal, and photographic. (M)—Bureau 
of the Census.* 


GLASS PRODUCTS 


Shipments of table, kitchen, and house- 
holdware, in units; production, ship- 
ment and stocks of glass containers, 
with shipments classified by end use 
of bottle; production, shipment and 
stocks of tumblers in units, production 
of plate glass in units. (M)—Dept. of 
Commerce.* 

Index of plate glass production—Federal 
Reserve Board.* 


GLUE 
Production, shipments, and stocks of ani- 
mal glue and bone _ black—various 


classifications, in units. (M)—Bureau 


of the Census.* 


GENERAL MERCHANDISE STORES 


Retail sales of these stores 
(M)—Dept. of Commerce.* 


in dollars. 


GLOVES AND MITTENS 


Pairs of 
mittens 
and by 
ty pes. 


dress and work gloves and 
produced, by age-sex group, 
28 materials and construction 
(M)—Bureau of the Census.* 


GOLD AND SILVER 


Monetary stocks of gold in the U. S., 
exports and imports of gold and sil- 
ver, net release of gold from earmark, 
production of gold and silver in U. S. 
and other countries, price of silver. 
(M)—Dept. of Commerce.* 


* Washington 25, D. C. 
1948 


APRIL 15, 


Government 


GOVERNMENTS total U. S. 
Foreign trade indexes, shipping weight (Q).—Dept. of Commerce.* 
value by regions, countries, economic 
classes and commodity groups. (M)— GRAINS 
Dept. of Commerce.* Receipts, stocks, 
units, for all 
GOVERNMENT FINANCE Wholesale prices, 
Figures in dollars on Federal budget (M).—Dept. of 
° ° also Agriculture 
expenditures and_ receipts broken yi; . 
down as to customs, income taxes, Directory. 


social security taxes, 


miscellaneous in- 


GRAY IRON CASTINGS 
Shipments and unfilled orders of cast 
iron soil pipe, cast iron pressure pipe, 
iron car wheels, 


ingot 


iron castings. 
of the Census.* 


ternal revenue; public debt total; 

sales redemptions, and amount out- 

standing of savings bonds, (M). Fig- 

ures in dollars on U. S. Government chilled 

corporations and credit agency opera- all other gray 

tions, loans receivable classified as to Bureau 

aid agriculture, home owners, rail- End of first list: 

roads, banks, other industries, and 

foreign; total assets and_ liabilities, SM for May !.—The Editors.) 


Peoriarea Retail 


Recognized by Leading Agencies 
As one of the 


Nation’s Top Markets! 


Sales... « $356,800,000 


National 


m | JOURNAL: STAR 


PEORIA NEWSPAPERS. INC., Agent. 


Representatives - WARD-GRIFFITH CO. INC. 


Offices 


in Principal Cities 


nome 
ead 
were 


interests, 


exports and imports, in 
grains, 
actual and indexes, 
Agriculture.* 
and Crops 


(M). 


in 


molds, 


(M)— 


(Part Il will appear in 


wi 


pal, prewar, and current product and 
by principal states and _ industrial 
areas; value of shipments and unfilled 
orders for principal products of plants 
classified by prewar product, (M). 
Consumption and end-of-quarter in- 
ventories of carbon and alloy steel 
for the principal industries and prin- 
cipal states and industrial areas, (Q). 
—Bureau of the Census.* 


FAILURES 
Industrial and commercial, by number 
and in dollars. (M)—Dun & Brad- 


street, 290 Broadway, New York. 


FARM WAGES 
In dollars, per month. (Q)—Dept. of 
Labor.* 


FATS AND OILS 


Factory consumption of primary vegetable 
and animal fats and oils used in re- 
fining and processing and in_produc- 
tion of edible and inedible products, 
(Q). Factory production and con- 
sumption, factory and warehouse 
stocks of vegetable oils, animal fats, 
fish and marine mammal oils, greases, 
secondary products, glycerin, hydro- 
genated oils, shortening, and winter- 
ized vegetable oils, consumption and 
stocks of raw materials by regions, 
(M).—Bureau of the Census.* 


FERTILIZERS 


Consumption, exports and imports in tons, 
wholesale prices per 100 Ibs. (M)— 
Dept. of Commerce.* 


EARN 
GREATER 
PROFITS 

IN THE 
SOUTH’S 
GREATEST 
MARKET 


Backing up your advertising message with a de- 


TIMES PICAYUNE DAILY 
162,824* 


STATES DAILY 
88,688* 


SUNDAY 
267,356* 


* ABC PUBLISHERS 
STATEMENT, 6 MONTHS 
ENDING SEPT. 30, 1947. 


pendable, result producing partner is as impor- 
tant in advertising as it is in tennis. 


When you use the dominant morning Times- 
Picayune in combination with the productive 
evening States you reach two ready-to-buy audi- 
ences with one low-cost coverage. 


It actually costs you less money per reader to 
advertise. in the morning-evening combination 
Times-Picayune--New Orleans States than in any 


other combination of media in the responsive 
postwar New Orleans market. 


THE TIMES-PICAYUNE 
NEW ORLEANS STATES 


Owning and Operating Radio Stations WTPS & WTPS (FM) 


Member A. N. A. Network 


Representatives: Jann & Kelley Inc. 
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FIRE LOSSES 


In thousands of dollars. (M)—Nationaj 
Board of Fire Underwriters, 85 Joh, 
St., New York. 


FISH 

Landings in lbs. fresh fish in 4 ports: 
stocks, cold storage. (M)—Dept. «/ 
Commerce.* 

FLOUR 


Production of flour, consumption of whex 
and rye grains in flour milling; and 
mill capacity. (M)—Bureau of the 
Census.* 


FOODS 


Retail sales of grocery, combination food 
and other stores, in dollars. (M)— 
Dept. of Commerce.* 

Indexes of production, shipments and jp- 


ventories of food by manufacturers, { 


(M)—Federal Reserve Board.* 

Personal consumption expenditures, (Q). 
Employment conditions and _ wages, 
(M).—Dept. of Labor.* See als 
Butter, Cheese, Eggs, Fats, Fish, Flour, 
Meat, Milk, etc. 


FORECLOSURES 
Real 
Home Loan Bank 
FOUNDRY PRODUCTS 


Shipments and unfilled orders by type of 
casting and by type of metal. (M)— 
Bureau of the Census.* 


estate foreclosures. (M)—Federal 
Administration.* 


FRUITS AND VEGETABLES 


Apple shipments, stocks, citrus fruit ship- 
ments, frozen fruit and _ vegetable 
stocks, potato prices and unit ship- 
ments. (M)—Dept. of Commerce.* 


FUELS 


Indexes of bituminous coal, anthracite 
coal and crude petroleum production. 
(M)—Federal Reserve Board.* 

Retail sales of fuel and ice in dollars. 
(M)—Dept. of Commerce.* 

Fuel in cost of living. (M)—Dept. of 
Labor.* 


FURS 


Market report. (M)—American Fur Mer- 
chants Association, 393 Seventh Ave. 
Bes Bs ee 


FURNACES 
Production and inventories in units, and 
shipments in units and value, by type 
of fuel, type of material, and tvve of 
* Washington 25, D. C. 


a healthy fight. Make it profitable. Use 
the Ist paper 
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function, (M). Value of orders booked 
for blowers, fans, unit heaters, and 
accessory equipment, (Q).—Bureau of 
the Census.* 


FURNITURE 


Operations in per cent of normal, new 
and unfilled orders and shipments in 
number of days’ production. (M)— 
Seidman & Seidman, Grand Rapids, 
Mich. 

Index of retail sales of furniture and 
housefurnishings. (M) — Dept. of 
Commerce.* 


GAS 


Customers’ sales and revenues in dollars. 
(M)—American Gas Association, 420 
Lexington Ave., New York. 


GASOLINE AND OIL 


Production, demand, consumption, stocks, 
exports, in units per month, prices. 
(M)—Dept. of the Interior.* 

Gasoline and oil production and stocks 
by states and districts. (W)—Ameri- 
can Petroleum Institute, 50 West 50th 
Street, New York. 

Index of gasoline production and petro- 
leum production; figures on profits and 
dividends of 45 oil producing and 
refining companies. (Q)—Federal Re- 
serve Board.* 

Retail sales of filling stations in dollars. 
(M)—Dept. of Commerce.* 


GELATIN 


Production, shipments and stocks of gela- 
tin made from ossein and hides, classi- 
fied as edible, inedible, pharmaceuti- 
cal, and photographic. (M)—Bureau 
of the Census.* 


GLASS PRODUCTS 


Shipments of table, kitchen, and house- 
holdware, in units; production, ship- 
ment and stocks of glass containers, 
with shipments classified by end use 
of bottle; production, shipment and 
stocks of tumblers in units, production 
of plate glass in units. (M)—Dept. of 
Commerce.* 

Index of plate glass production—Federal 
Reserve Board.* 


GLUE 


Production, shipments, and stocks of ani- 
mal glue and bone  black—various 
classifications, in units. (M)—Bureau 
of the Census.* 


GENERAL MERCHANDISE STORES 


Retail sales of these stores in dollars. 
(M)—Dept. of Commerce.* 


GLOVES AND MITTENS 


Pairs of dress and work gloves and 
mittens produced, by age-sex group, 
and by 28 materials and construction 
types. (M)—Bureau of the Census.* 


GOLD AND SILVER 


Monetary stocks of gold in the U. S., 
exports and imports of gold and sil- 
ver, net release of gold from earmark, 
production of gold and silver in U. S. 
and other countries, price of silver. 
(M)—Dept. of Commerce.* 


* Washington 25, D. C. 
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GOVERNMENTS 


Foreign trade indexes, shipping weight 


value by regions, countries, economic 
classes and commodity groups. (M)— 
Dept. of Commerce.* 


GOVERNMENT FINANCE 


Figures in dollars on Federal budget 


expenditures and _ receipts’ broken 
down as to customs, income taxes, 
social security taxes, miscellaneous in- 
ternal revenue; public debt total; 
sales redemptions, and amount out- 
standing of savings bonds, (M). Fig- 
ures in dollars on U. S. Government 


corporations and credit agency opera- 
tions, loans receivable classified as to 
aid agriculture, home owners, rail- 
roads, banks, other industries, and 
foreign; total assets and_ liabilities, 


Recognized by Leading Agencies 
As one of the 


Nation’s Top Markets! 
Peoriarea Retail Sales... « $356,800,000 


total U. S. Government interests, 
(Q).—Dept. of Commerce.* 


GRAINS 


Receipts, stocks, exports and imports, in 
units, for all major grains, (M). 
Wholesale prices, actual and indexes, 
(M).—Dept. of Agriculture.* See 
also Agriculture and Crops in this 
Directory. 


GRAY IRON CASTINGS 


Shipments and unfilled orders of cast 
iron soil pipe, cast iron pressure pipe, 
chilled iron car wheels, ingot molds, 
all other gray iron castings. (M)— 
Bureau of the Census.* 


End of first list: (Part Il will appear in 
SM for May |.—The Editors.) 


JOURNAL: STAR 


PEORIA NEWSPAPERS, INC., Agent. 


National Representatives « WARD-GRIFFITH CO.. INC.. Offices in Principal Cities 
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Then you are not covering the |loba 


Industry because Sullivan publishes 
THE TOBACCO LEAF and TOBA 
SEE caudrs the Tobacco Industry 
It will pay you to know SULLIVAN 
and THE TOBACCO LEAF 


SULLIVAN BUSINESS PUBLICATIONS 


80 Wall St., N. Y. 5, N. Y., Ph. HAnover 2-4341 


Better sales 
reports... 


Thousands of salesmen are making better sales 
reports sooner, promoting better customer re- 
lations, providing better service between home 
office and customer. . . keeping a jump ahead 
of competition, all without writing a single 
report. How? With SoundScriber Portables. 
Mailing their live voice on SoundScriber discs 
for playback at your desk or transcription by 
your Secretary, your salesmen keep you better 
informed and make more calls per day, increase 
their commissions and your company profits. 
Learn today how large companies all over 
America are turning salesmen’s report time 
into selling time. 


JOUNDS/CRIBER 


Trade Mark 
ELECTRONIC RECORDING EQUIPMENT 


The SOUNDSCRIBER CORPORATIO:!, Dept. SM-4 New Haven 4, Conn. 


Please send case histories on SoundScribers in operation. 
NAME 
ADDRESS 
cgi STATE 
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Readers’ Service Can 
Furnish These Reprints 


Send order with remittance to Readers’ 
Service Bureau, Sales Management, Inc., 
386 Fourth Ave., New York 16, N. Y. These 


reprints may be ordered by number: 


NEW REPRINTS 


172—Are Your Salesmen Equipped To 


Prove Quality? by Burton Bigelow. 
(Price 5c) 
171—Four Practical Approaches to 


Packaged Food Merchandising, by Frank 
L. McKibbin, Jr. (Price 10c) 


170—How to Train Salesmen For a 
Buyers’ Market. (A selected group of 
articles on the theory and practice of 
sales training.) (Price $1.00) 


169—ABC’s of Effective Sales Training, 
by William Rados. (Seven articles.) 
(Price 50c) 


168—What Kind of College Training 
for Careers in Sales? by Robert S. Wil- 
son, (Price 5c) 


167—The Passion for Inquiries, by 
Cheltenham Bold. ‘(Price 5c) 


166—65% of the Men We Hire Now 
Stick and Succeed, by George L. Todd. 
(Price 5c) 


165—Ten Ways to Avoid Aimless In- 


terviews with Sales Applicants, by Lewis 
Llewellyn. (Price 5c) 


ADVERTISING 


160—National Brands Now Get Full 
Recognition in Kroger Chain. (Price 5c) 


159—Does It Pay to Repeat an Ad? 
(Price 5c) 


Tests Say “Yes.” 


Don't bolster your sales quota—Beat it! 
Use BSN where the cash customers are 
leoking for you. 


158—Primer on Prize Contests, by 
Frank Waggoner. (Price 5c) 


MANPOWER PROBLEMS 


163—Bigelow-Sanford Pay Plan Teams 
Salary with Two-Way Incentive. (Price 
5c) 


155—Morale in the Sales Force: What 
Can We do To Keep It Healthy? by 
R. L. Cain. (Price 5c) 


145—Five Yardsticks for Measuring a 
Salesman’s Efficiency, by Richard S. Crisp. 
(Price 10c) 


142—Paying for Sales: Some Compen- 
sation Principles and Practices. (A port- 
folio of 13 articles.) (Price 50c) 


MARKETS 


156—Sales and Advertising Experts 
Pick the Best Test Markets of the Country 
in Three Population Groups. (Price 25c 


152—Where to Look for Big Buyers in 
Chicago. (Includes a tabulation of Chi- 
cago buying offices.) (Price 10c) 


142A—Los Angeles Now Rates as Ma- 
jor Buying Center. (Includes tabulation 
of Los Angeles buying offices.) (Price 
10c) 


125—New York Buying Groups In- 
crease Department Store Memberships in 
1946. (Includes tabulation of member- 
ship in principal cities.) (Price 10c) 


135—A Current List of Selected Infor- 
mation Sources for Businessmen, by Peter 
B. B. Andrews. (Price 10c) 


117—A Selected Reading List for Pro- 
fessional Salesmen, by Dr. James F. 
Bender. (Price 5c) 


PACKAGING 


162—What Women Like and Dislike 
About Packages Today. (A survey of 
housewives in ten cities.) (Price 25c) 


SALESMANSHIP 


164—How To Sell To Dealers, by W. 
C. Dorr. (Three articles.) (Price 20c 

161—Why I Lost That Order. (Price 
5c) 


149—Salesmanship as a Profession, by 
Robert S. Wilson. (Price 25c) 


126—What Makes a Star Salesman 
Tick? by Jack Lacy. (Price 5c) 


REFERENCE TOOLS 


144—A Current Reading List for Sales 
Executives and Salesmen. (Price 25¢) 


135—A Current List of Selected Infor- 
mation Sources for Businessmen, by Peter 
B. B. Andrews. (Price 10c) 


117—A Selected Reading List for Pro- 
fessional Salesmen, by Dr. James F. 
Bender. (Price 5c) 
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Collier’ s—Life—Satevepost— American Weekly— This 
Week—LH Journal—Good Housekeeping—WH Com- 


panion— McCall's . . . Space-buyer’s dream of a perfect 


e 
e 
list! It delivers millions of circulation . . . yet it MISSES o” 
ra 
in America’s THIRD LARGEST city and town market ! a 
¢ 


e 
an uU. S. CITY AND TOWN MARKETS ° 
e 
Ps UNDER METROPOLITAN CIRCULATION COVERAGE 
? DISTRICT INFLUENCE PROVIDES BY THE 
9 URBAN PUBLICATIONS 
PLACES OVER 500m POP. bd 
6.2 MILLION FAMILIES COVERAGE 159% 
PLACES 100M TO 500M POP. e 
4.3 MILLION FAMILIES oo ree ee 144% 
PLACES 25M TO ks Pop e 
3.0 MILLION FAMILIES COVERAGE . 142% 
PLACES 10M TO 25m POP e 
1.2 MILLION FAMILIES COVERAGE . 143% 
PLACES 2.54 TO 10M POP. e 
1.2 MILUION FAMILIES COVERAGE .. 148% 
PLACES 1M TO 2.5m POP * 
Gores TO 0.5 MILLION FAMILIES 
eee 163% 
gets THE OTHER a GOES TO 1 
° SUBURBAN SMALL TOWNS a “e por - 
MILLION FAMILIES 
j COVERAGE... . . . 64% 
BEYOND METROPOLITAN CIRCULATION COVERAGE ° 
Hasty analysis of the Audit Report DISTRICT INFLUENCE PROVIDED BY THE 
may lead you to credit such a list 9 UROAN PUBLICATIONS © 
with True Small Town market coverage mn nee ee eee 
. ; ! 
..comparable to that provided in ee ee « a . 
URBAN markets. PLACES 10M TO 25M POP 
1.7 MILLION FAMILIES COWMIRME «.. 2. 5s & 148% 
Actually . . . of their circulation in towns e 
under 1,000 population only % goes Baaiag inthe ees iso 
c sf P p j goes 2.5 MILLION FAMILIES GOUGING 3c hc a 134% 
to True Small Towns. 
PLACES 1M TO 2.5m POP bd 
GRIT provides more coverage in this 1.3 MILLION FAMILIES COVERAGE... . .. . 120% 
market of 3,300,000 FAMILIES... e 


representing 12%, or 1 out of 8 of all 


city and town families... than any of- AMERICA’S THIRD LARGEST MARKET | 


these publications. PLACES UNDER 1M POP ° 


COVERAGE ONLY 59% 


3.3 MILLION FAMILIES 


Add GRIT to this list and coverage is increased to... 71% 


An increase in coverage of 20%...at an 
increase in cost of little more than 1% 


Tuvestigate ies . 
dou't Speculate 


on the 1 out of 8. 
Add GRIT to your national schedules. 


—) ae 


Tells the Story 
Ask GRIT for it 


GRIT PUBLISHING CO., WILLIAMSPORT 3,.PA 


SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY ... with more than 650,000 circulation 
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What! The Top 100 Farm Counties 
Include 27 Urban Areas? 


BY JOSEPH WHITE °* Joseph White & Associates, Merchandising & Management Counsel 


It's a significant marketing fact when many familiar metro- 
politan counties pop up in the Department of Agricul- 
ture's 100 "Ranking Agricultural Counties." Even among 
the top 100, they are above average in value of crops. 


The Department of Agriculture 
has recently issued an exceedingly 
interesting summary of its 1945 
Census of Agriculture, titled ‘Rank- 
ing Agricultural Counties.” Thumb- 
ing casually through this, expecting 
to find information about most 
counties one never comes across 
when dealing primarily with concen- 
trated urban markets in the metro- 
politan areas, it is amazing to find 
how many of the old familiar coun- 
ties pop up prominently in this totally 
different league. 

As a matter of curiosity, a tabu- 
lation was made, showing which of 
the 100 Leading Agricultural Coun- 
ties are also part of regular metro- 
politan areas. This tabulation shows 
that 16.92% of the value of all farm 
products sold or consumed on farms 
comes from the 100 Leading Coun- 
ties. ‘Twenty-seven of these 100 
counties, or 27%, are counties some 
part of which are included in metro- 
politan districts representing our 
greatest centers of urban density. 

Furthermore, these metro-agricul- 
tural counties are above average even 
for the top 100, for they themselves 
account for 33.8% of the value of 
production in the first 100, while 
being only 27% in number. 

It is interesting to note that 
of these metro-agricultural counties 
are in California. This is in part 
due to the relatively high proportion 
which California counties, as a whole, 
occupy in the list of 100. The nature 
of California which—despite the 
exaggerations of local Chambers of 
Commerce—really has something 
different in its basic mixture between 
urban and rural living is also an im- 
portant factor. 


—~ 


Significantly, the next most fre- 
quently represented is Pennsylvania, 
with five counties in the group. 

By contrast, Illinois, which is 
heavily represented in the 100 lead- 
ing Counties with 12 counties in 
the group, has only 2 of them in the 
metro-agricultural group. 


Of course, an extremely impor- 
tant factor in determining the types 
of counties, which get on a list of 
the Leading 100, based on money 
values, has to do with the particular 
nature of the agricultural production. 

High-value, density production 
such as dairy products, fancy truck 
gardening, out of which a high unit 
production value can be secured from 
a relatively small amount of area, 
has an important influence. The 
presence of large urban centers in 
turn encourages such production as 
well. 

At the same time, the general atti- 
tude and outlook of the population 


WHICH MARKET? Classed first as metro- 
politan markets, these 27 counties have the 
distinction of rating among the first 100 
agricultural counties of the United States. 
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VALUE OF AGRICULTURAL PRODUCTION 
IN METROPOLITAN COUNTIES 
Value of Farm 
County Metropolitan Area Products—1944 Rank 

(Millions of Dollars) 
Los Angeles, Calif. Los Angeles $131.3 | 
Fresno, Calif. Fresno 104.3 2 
San Joaquin, Calif. Stockton 84.3 4 
Orange, Calif. Los Angeles 63.7 7 
San Bernardino, Calif. Los Angeles 55.9 9 

(All of the top nine counties are on the Pacific Coast—8 in California) 
Lancaster, Pa. Lancaster 50.6 12 
Maricopa, Ariz. Phoenix 48.7 15 
Santa Clara, Calif. San Francisco-San Jose 475 16 
Hartford, Conn. Hartford 34.2 24 
Sacramento, Calif. Sacramento 32.4 25 
Dane, Wis. Madison 31.1 27 
Suffolk, N. Y. New York City 30.6 28 
Pottawattamie, la. Omaha-Council Bluffs 26.9 33 
San Diego, Calif. San Diego 25.9 36 
Chester, Pa. Philadelphia 24.3 4| 
Cook, Ill. Chicago 24.1 43 
Yolo, Calif. Sacramento 24.0 44 
York, Pa. York 23.0 50 
Middlesex, Mass. Boston, Worcester, Lowell, Lawrence 23:2 54 
Woodbury, la. Sioux City 22.1 55 
Worcester, Mass. Worcester 19.7 67 
Solano, Calif. San Francisco 19.2 73 
Berks, Pa. Reading 18.5 76 
Sangamon, Ill. Springfield 18.2 83 
Bucks, Pa. Allentown, Philadelphia 17.9 89 
Spokane, Wash. Spokane 17.6 93 
Oneida, N. Y. Utica 17.2 100 

TOTAL 27 25 $1,035.4 

Source: ''Ranking Agricultural Counties""—U. $. Census of Agriculture, 1945. 
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HAS ITS PLACE.. 
BUT WHAT ABOUT 


PROFIT 


Wre can offer you sales at a profit instead of prestige at a price! 


Because THRILLING FICTION GROUP’s audience is so typical of the great American purchas- 
ing public—and its cost of 71¢ per page per thousand circulation is so low—your ratio of 


advertising cost to actual profit is an eye-opener. 


For example—look at the Gillette campaign in THRILLING FICTION GROUP. The Gillette 
sales story goes out to 2,117,864* men who average into this “typical consumer” picture: 33 
years old, married, home-owners, earn $2,000 a year or more, high-school educated or 
better. These figures are proved in our survey, “The Basic Marketing Study of Pulp Magazine 


Readership,” by Dr. Daniel Starch and Staff. And these are the men who buy Gillette Blades! 


Chalk that up against Thrilling Fictions lowest cost of any leading male-read magazine, and 


your cash register is humming a mighty profitable tune! 


*6 months average Dec. 31, 1947, ABC statement 


| THRILLING FICTION GROUP 


10 East 40th Street, New York 16 
9 South Clinton Street, Chicago 6 


APRIL 15, 1948 
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Neither can you sell an outstanding market of 
434,675 population with outside media lacking 
local coverage and power to influence local buying. 


In Akron, Ohio’s ONE in ONE Market, there is 
only ONE high powered rifle capable of influenc- 
ing local sales. The Beacon Journal shoots no 
blanks, it hits every home. 


Your Akron sales promotions can succeed only 
when you concentrate your efforts in Akron’s 
ONLY daily and Sunday Newspaper. 


JOHN S. KNIGHT; PUBLISHER . 
REPRESENTED NATIONALLY BY: STORY, BROOKS G FINLEY: 


“Sally’s Sittin’ Room’ is a huge place . . . it’s all of 

Central Ohio. Hundreds of listeners visit with Sally each 

day from Monday through Friday . . . listen to her 

humorous, friendly chatter and buy the merchandise she 

advertises for her sponsors. Sally has sales appeal. She 

has been enjoying continuous, radio popularity since 
1934 as a member of WBNS 
talent(ed) family. 


arn ono | ASK JOHN BLAIR 
ce 


POWER 5,000 D—1,000 N—CBS 


engaged in that type of agricultural 
production, compared with the re- 
verse, such as cattle grazing or grain 
production, has an important bear- 
ing on the nature of the market. 

There is more than a question of 
the simple proximity to urban mar- 
kets in considering the degree of 
urbanization. There is a_ basically 
different rhythm to the whole atti- 
tude and outlook of the man oper- 
ating in comparative isolation “mak- 
ing” one or two crops a year, com- 
pared with people in a line of pro- 
duction which requires much more 
labor per unit of output and where 
there isn’t a “crop,” but a continuous 
turnover. Dairying or the staggered 
seasonal production of truck farming 
are examples of the latter. 

All of these are factors for the 
marketer to consider in evaluating 
the markets for his product. Infor- 
mation utilizable for this type of 
analysis and evaluation can be devel- 
oped from the SALES MANAGEMENT 
Survey of Buying Power, particular- 
ly when used in conjunction with 
county reports on specific types of 
farm production from the Depart- 
ment of Agriculture and the Bu- 
reau of the Census. 


Young Scott Kooks 


THE RIGHT BOOK FOR THE RIGHT AGE CHILD 


ne sumoe 121 3)4/5]6/7/8|9 sll 


RETAIL AID: Salespersons now have 
a ready correct answer to that ques- 
tion: “Can you recommend a good 
book for a two-year-old?” This wall 
chart, with dots indicating which 
books are suitable for what age 
groups, is being supplied to bookstores 
and book departments by William 
R. Scott, Inc., New York City, pub- 
lishers of books for children. 
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MAGAZINES 


A seven-man committee named by 
The Advertising Research Founda- 
tion, Inc., to explore the possibilities 
of a magazine research program has 
just completed the drafting of ob- 
jectives for a study of general maga- 


zine audiences. Otis A. Kenyon, 
Kenyon & Eckhardt, Inc., board 


chairman, is chairman of both the 
magazine committee and the Founda- 
tion’s board of directors. 

He has summarized the objectives 
of the proposed study as follows: 

1. To determine the total audience 
of a typical issue of each individual 
magazine included in the survey. 

2. To determine the total audi- 
ence accumulated by successive issues 
of the same magazine. 

3. To determine the total audi- 
ences and duplicated audiences 
reached by concurrent issues of com- 
binations of two or more magazines. 

4. To provide these data with ade- 
quate breakdowns for general use in 
the advertising industry. 

5. To supplement these data with 
additional relevant information, such 
as ownership of autos, electrical ap-- 
pliances, etc., as can be obtained with- 
out sacrifice to the main objectives. 

The objectives and specifications 
for field work will be submitted to 
the Foundation’s technical committee 
for review and approval. 

Mr. Kenyon stresses the fact that 
these objectives have been prepared 
by a committee of advertiser and 
advertising agency executives, and 
that they reflect the type of standard- 
ized and authenticated information 
desired by buyers of advertising. The 
request for a magazine research study 
was brought to the Foundation by the 
Association of National Advertisers. 
The Foundation recommended that 


gency Nery 


the American Association of Adver- 
tising Agencies work with the A. N. 
A. and agree on objectives for a 
study. When the specifications are 
completed, the committee will con- 
sider a method for financing the 
project. 

Serving with Mr. Kenyon on the 
magazine committee are Ben R. Don- 
aldson, Ford Motor Co.; Bernard 
C. Duffy, Batten, Barton, Durstine 
& Osborn, Inc.; Guy Richards, 
Compton Advertising, Inc.; David 
E. Robinson, LaRoche & Ellis, Inc.; 
Howard R. Smith, General Electric 
Co.; H. M. Warren, National Car- 
bon Co., Inc. 


Coincident with the re-styling of 
Pic Magazine in its April issue, a 
large-space advertising campaign is 
being launched in 19 large-city news- 
papers by Street & Smith Publica- 
tions, Inc. 

The campaign, composed of 1,200- 
line advertisements, is designed to 
build Pic’s circulation by advertis- 
ing the individualized way in which 
the magazine “serves, informs, and 


entertains young men from 18 to 
35.” 
Simultaneously, the campaign 


(handled by Hanly, Hicks & Mont- 
gomery, Inc.) will demonstrate the 
opportunity which Pic offers to ad- 
vertisers. It will show how Pic se- 
lects and delivers a group of readers 
at an age when they are establishing 
brand preferences while buying goods 
and services for the enjoyment and 
betterment of themselves and _ their 
families. 


+ 

The April issue of Better Homes 
and Gardens breaks three all-time 
high marks in circulation, advertising 
linage and number of pages. 


The 


OUTDOOR: 


Maxwell House Coffee uses unique cut out form as part of a 


campaign in Los Angeles, Calif., marketing area. Agency: Benton & Bowles, Inc. 
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issue has a circulation of more than 
3,200,000, a total of 292 pages and 
110,116 advertising lines, a 31.96% 
gain over last year. April also 
marks the 35th consecutive issue to 
carry more advertising lines than the 
corresponding month of the preceding 
year. 
e 


Beginning with the June, 1948. 
issue the basic editorial content of 
Junior Bazaar will be included jin 
Harper's Bazaar. The enlarged 
Harper's will increase its per copy 
price to 60 cents, its annual sub- 
scription rate to $6.00. Current ad- 
vertising rates will remain in effect 
through the August issue. 


JOHN W. McPHERRIN, chair- 
man of the National Association 
of Magazine Publishers’ Second 
Annual Forum which is scheduled 
April 27-28, New York City. 


RADIO 


Broadcast Measurement Bureau's 
executive committee has appointed 
Cort Langley director of its new 
Subscriber Service Department. Mr. 
Langley was formerly director of re- 
search for Station WOR. Following 
the National Association of Broad- 
casters convention in May, he will 
spend a major portion of his time 
calling on subscribers, who are in- 
vited to request his assistance. 

Explaining the Subscriber Service 
Department’s operations, J. Harold 
Ryan, BMB board, chairman, says: 
“BMB has a duty to its subscribers 
that goes beyond the actual research 
and publication of its findings. BMB 
has the responsibility of helping its 
subscribers get the greatest possible 
value from their BMB data. That 
is the purpose of the Subscriber 
Service Department. It will work 
confidentially with subscribers. It 
will work with national and_ local 
advertisers and agencies, thus enhanc- 
ing BMB’s value to broadcasters. 
We will welcome suggestions as t0 
how Subscriber Service may be of 
greatest usefulness of all segments of 
the industry.” 
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The best single measure of business volume 

will be found in bank debit totals. Within the past nine years 
Los Angeles has moved from sixth to third place 

in bank debits, passing Detroit, Boston and Philadelphia 


—and those cities have not been standing still! 


In bank debits, retail sales, income, population 

—or by any other gauge—the Los Angeles market is the 

THIRD LARGEST AND RICHEST in the nation. 

Reach it effectively with the Herald-Express which has 

the LARGEST DAILY CIRCULATION in the West’s largest city. 


“““sERALD-EXPRESS 


THe nebace-e** 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, IN@ 


—AND LOS ANGELES 
KEEPS ON DOING IT 
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KENNETH CROTTY, former sales 
promotion director, joins The 
Yankee Network in the position 


of director of merchandising. 


(jross time sales on Mutual Broad- 
casting System for the first quarter of 
1948 will show a 5% increase over 
the same period last year. The in- 
crease, says Jess Barnes, MBS vice- 
president in charge of sales, reflects 
new business signed by the network, 
in addition to contract renewals and 
the expansion of several commercial 
programs within the past month. . 
Station WNBC’s volume of local 
business during the first quarter of 
1948, and its total billings showed 
a 37% rise over the same period 
in 1947, 

o 

k. F. Donnell has been appointed 
manager of Station KGMB, Hawa- 
iian Broadcasting System. . . Alfred 
k’. Cohan is newly appointed promo- 
tion manager of Station WJZ. . . 
A fourth station in Alaska, KFRB, 
Fairbanks, has joined the Columbia 
network. ‘Total CBS affliates is now 
175. 

TELEVISION 


Statement (in part) of Frank E. 
Mullen, executive vice-president, Na- 


ARTHUR MUNDORFF has been 
appointed manager of The Her 
ald-News, Passaic, N. J., FM 
Station WWDX, Paterson, N. J 


tional Broadcasting Co., following 
the lifting of restrictions on tele- 
vision music by the American Fed- 
eration of Musicians: 

‘The arrangements just completed 
with the American Federation of 
Musicians through its president, Mr. 
James C. Petrillo, are of the greatest 
significance to the entire broadcasting 
industry. 

‘Peace has been established on the 
network front with the removal of 
the many burdensome restrictions 
which impeded the orderly progress 
of AM and FM sound broadcasting 
and television. The willingness of 
the American Federation of Musi- 
cians to cooperate with the broad- 
casters for the development of tele- 
vision is most heartening and will 
provide a great stimulus to the entire 
television industry. 

“The enlightened action taken by 
Mr. Petrillo is to be highly com- 
mended. 

“The Federal Communications 
Commission first gave the green light 
to television. Mr. Petrillo and the 
American Federation of Musicians 


TELEVISION: "Film 


industry's greatest 


(right) 
tells H. L. Hadley over WCAU-TV, Philadelphia, plans to promote his nert 
picture with personal appearances of his stars on every station in the country. 


salesman," Jesse L. Lasky 


have now put the orchestra in the 
pit so that the curtain can go up 
on what will inevitably be the great. 
est show on earth.” 

” 

WMAR-TV television station of 
The Baltimore Sun, has become the 
third link in the Columbia Broad. 
casting System’s rapidly expanding 
television network. The other two 
stations are WCBS-TV, New York 
City, and the Philadelphia Bulletin’; 
WCAU-TV. Affiliation § of the 
Philadelphia outlet with WCBS-TY 
was consummated one week previous 
to the Baltimore connection. 

Now serving the Eastern Seaboard, 
the CBS network will start moving 
in other directions across the country 
as coaxial cable and radio relay facil- 
ities for television become available. 


“BASKAD" New point-of-purchase medium 
for advertisers in self-service markets, being 
optioned by Basket Advertising, Inc., with 


New York City. 


sales headquarters in 


WMAR-TYV has been broadcasting 
since last October and is now on 
the air seven days each week with 
from 35 to 40 hours of programming, 
exclusive of pattern testing. 


The television stations WLWT, 
Cincinnati, O., and WTVR, Rich- 
mond, Va., have become affiliates ot 
the National Broadcasting Co., effec: 
tive April 1. Station KSTO-TYV, 5t. 
Paul-Minneapolis, Minn., had_ be- 


come the first affliated television 
station, having signed with NBC 
March 17. 

- 


WFIL-TYV, television station ot 
The Philadelphia Ewquirer, has be- 
come the first television affiliate 0! 
the American Broadcasting Co. 5ec- 
tional networks, now being formed 
in the Middle West and on the 
Pacific Coast, will complete the basis 
for the establishment of a national 
ABC television network. 

. 

Following a campaign to acquaint 

television dealers and servicemen with 
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500,000 


CIRCULATION 


Only 9 cities have a newspaper 
with a larger circulation than 


THE DES MOINES SUNDAY REGISTER 
THE NEWSPAPER [Q)fA4 DEPENDS UPON 
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The dark 


The 


areas are counties in which 


Des Moines Sunday Register covers 50% or 


more of the families 


*NEW YORK — CHICAGO 


PHILADELPHIA — LOS ANGELES 


81 counties out of 99. 


DETROIT — BOSTON — SAN 


FRANCISCO 
PITTSBURGH — MINNEAPOLIS 


In 1947 The Des Moines Sunday Register 
printed and sold 26,111,823 Sunday papers 

a 52-week average of 502,150. Now, more 
than ever. The Des Moines Sunday Register 
is an all lowa newspaper. 

And for state-wide coverage, look at the 
map. There are 99 counties in Iowa and 
The Des Moines Sunday Register reaches 
all 99 with an average coverage of 70%. 
In not a single county does the coverage 
fall below 20%. In 81 counties, with a 
population of over 2 million, the Sunday 
Register dominates, reaching more than 
50% of the families. It has an average 
coverage in these 81 counties of 77.7%. 


And what a market! 


Iowa’s buying income is more than 214 
billion. The urban market alone accounts 
for more retail sales than Boston, St. Louis, 
Cleveland or San Francisco. And the farm 
income is far ahead of any other state in 
America! 

For advertisers, The Des Moines Sunday 
Register wraps up this whole lush market 
in a single package. Here are 70% of 
lowa’s total buyers—and all for a milline 
rate of only $1.63. 

Advertisers recognize this as a top major 
market. In 1947 The Des Moines Sunday 
Register ranked 8th in General Linage as 
reported by Media Records. 


Advertising Representatives—Osborn, Sco- 
laro, Meeker & Company —New York, 


Philadelphia, Detroit, Chicago. 


THE DES MOINES REGISTER, anv TRIBUNE 


APRIL 15, 


1948 


NEWLY named by Dancer-Fitzgerald-Sam- 
ple, 
Sutter (left) and Howard W. Newton (right). 


Inc., as vice-presidents: Samuel M. 


all phases of television operation, 
KDYL’s experimental station, 
WO6XIS, goes on the air from Salt 


Lake City, Utah., with regularly 
scheduled programs April 19. 


Top industry leaders are scheduled 
to address the Third National Tele- 
vision Institute and Industry Trade 
Show which will take place at the 
Hotel New Yorker, New York City, 
from April 19th through 21st, with 
an anticipated attendance of 500 tele- 
vision, advertising and film execu- 
tives from all parts of the United 
States. 

The Television Institute is held 
under the auspices of Televiser Mag- 
azine. Irwin A. Shane, publisher of 
the magazine, is general chairman. 


“I represent the Long Beach PRESS.- 
TELEGRAM and the wealthy market 


which it serves. Because I go into over 2 


out of every 3 Long Beach homes, 
and because the people into whose 
homes I go have one of America’s 
highest average per-capita buying in- 
comes, I'm called ‘The Miracle Man 
of the Magical Market.’ ” 


And Long Beach retailers, with an ABC 


Retail Trading Area population of al- 
most 750,000, ran up a sensational 
$391,563,390 in Retail Sales* during 


1947. That, mind you, was $255.722.480 


MORE than downtown Los Angeles! 


“I DON’T BELIEVE WE’VE MET .. .” 


Free & Peters, Inc., pioneer radio 
and television advertising representa- 
tives, has been appointed by WPIX, 
The News television station, New 
York City, to represent the station 
in national time sales. 


AGENCIES 


To assist further in stimulating in- 
dividual plant and community pro- 
grams throughout the country, along 
the lines proposed by the Joint Com- 
mittee of the Association of National 
Advertisers and the American Asso- 
ciation of Advertising Agencies on 
Improvement of Public Understand- 
ing of Our Economic System, the 
Committee’s first seminar will be 
Held May 3, 4, 5 in New York 
City. 

These seminars will be open to 
executive representatives of organiza- 
tions planning plant and community 
programs for economic understand- 
ing. Kenneth Wells, director of 
operations, states that, “This is an- 
other forward move in the Commit- 
tee’s evolutionary program, and this 
three-day seminar will be conducted 
to fill the specific needs of organiza- 
tions who want further information 
on how to move their programs 
ahead.” 

He points out that the establish- 


And as one of America’s truly Great markets, Long Beach 

has one truly great newspaper ... the Long Beach Press-Telegram. 
It leads the second paper in the market by over 60,000 Net 

Paid Daily, and delivers your advertising sales message at a 


milline at least 50% lower, too. 


So to profitably tell and sell the wealthy Long Beach market, put 
your sales message in the one newspaper that can do the 


job alone, the mighty .. . 


*Los Angeles Bureau of Municipal Research, 
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LONG BEACH PRESS-TELEGRAM 


NOW OVER 87,000 Net Paid Daily Circulation. 
Represented Nationally by Cresmer & Woodward, Inc. 


ment of this seminar will be devoted 
to a searching review of fundamen. 
tals outlined in the Committee’s film, 
“This Is Our Problem,” which de. 
fines the American Economic System, 
outlines its problems, and _ recom. 
mends specific program for all phases 
of industry and commerce. 

The seminar participants will ex. 
plore the successful plant and com. 
munity programs which have been 
conducted in all sections of the coun- 


CHAIRMEN, respectively, of ANAN's Net. 
work Sales and Advisory Committees: C, E. 
McKittrick, Chicago Tribune (left) and 
Harold Hall (right), The New York Times. 


try and will assist in developing plans 
for the participants of the seminar 
in their plant cities and_ regional 
areas. 

Seminar leaders will be borrowed 
from industry and commerce to con- 
duct the meetings, which will be held 
in the board rooms of the A. A. A. A. 
and the A. N,. A. 

This seminar, for which limited 
reservations are taken, will include 
40 participants. 


Herald Beckjorden, Richard L. 
Scheidker and Richard ‘Turnbull, 


formerly executive secretaries of the 
American Association of Advertising 
Agencies, have been designated vice- 


presidents of the Association. 
a 


Philip H. Cohen has been elected 
a vice-president of Sullivan, Stauffer, 
Colwell & Bayles, Inc. . . Martin C. 
Chavez has joined Dorland, Inc., as 
media director, Overseas Division. . - 
E. H. Short, formerly with The Oil 
and Gas Journal, has joined the 
Frank Dyke Advertising Agency, 
Houston, Texas. . . John Ellington 
is now on the executive staff ot 


Lamb, Smith & Keen, Inc. 
— 


Marks Associates is the new adver- 
tising agency formed by Lawrence 
B. Marks, with main offices at / 
East 42nd Street, New York City. 

Robert Sherman and Albert S. 
Giesecke have established Sherman 
& Giesecke Advertising, Russ Build- 
ing, San Francisco. . . Gar W. y ates 
Advertising is the new agency with 
offices at 840 North Michigan Ave- 
nue, Chicago. 
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GROCERY 
IYVENTORY 


for Detrott 


After a year of research, pre- 
liminary work has been completed 
on The Detroit News Monthly 
Grocery Inventory. This Inventory, 
which covers approximately 600 brand- 
name food products in 52 separate classifications, pro- 
vides a continuous statistical study of actual month-to-month: 
sales through retail outlets in the Detroit area. It also measures 
the relationship to sales of advertising expenditures and point-of-purchase 
promotions, in this multi-billion dollar market that is second 
in food sales per family among the five largest cities of the 
nation. The Detroit Monthly Grocery Inventory is an exclusive 
service of The Detroit News, the newspaper 
that consistently leads both other Detroit papers in food 
advertising lineage, in total advertising lineage, and in trading area 
circulation weekdays and Sundays. 


423,493 total weekday circulation 
538,751 total Sunday circulation 


National Representatives: Dan A. Carroll, 110 £. 42nd St., New York 17—The John E. Lutz Co., Tribune Tower, Chicago 11 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WW]-TV 
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Sa ss =~ _iideas... 


You can SPOT 
more SPOTS 
that are 


HOT SPOTS 
on JOHN BLAIR 
STATIONS 


— JOHN — 


—— BLAIR 


COMPANY 
— 


REPRESENTING LEADING RADIO STATIONS 
Offices in Chicago « New York + Detroit 


St. Louls + Los Angeles * San Francisco | 


| 


SALES MANAGER—WANTED 


We are looking for a Sales Manager to 
successfully exploit our lines of Fire- 
place Fixtures, Cast Iron Garden Fur- 
niture, Gift Specialties, etc. We are 
an old company, established, accepted 
and with national distribution. 


We prefer a man under forty, nice ap- 
pearance, college graduate, and with ex- 
perience in the houseware trade. Trav- 
eling will be necessary to keep in con- 
tact with buyers and our salesmen 
throughout the country. Our man must 
be capable of taking complete charge of 
our sales, originating gift items, and 
helping with designing. 

Salary will be commensurate with re- 
sults produced. If successful, an inter- 
est in the company will be offered. 


HART MANUFACTURING 
COMPANY 


2006 North Western Parkway 
Louisville 3, Kentucky 


A SOUND INVESTMENT 


Sales Executive, 34, personable and 
alert. Background Sales Management, 
administration, & promotion. Excellent 
contact & liaison man to Top-Manage- 
ment. Heavy Experience in industrial, 
agricultural and consumer pkge fields. 
Seeks position with progressive mfa. 
firm headquarters N. Y. C. or environs. 
Salary $8500-10,000. Box 2524, Sales 
Management, 386 Fourth Ave., New 
York ¥. 
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you may have missed 


For the convenience of readers here is a brief check list of worth-while 


booklets and catalogs described in recent issues, free to you while the 


. To get yours write Advertisers Service Bureau, SALES 
MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. Order by number 


on company letterhead. 


supply lasts . . 


1110. ‘Lhe Cincinnati Times-Star prepares a very valuable an- 
nual monthly payroll chart showing how much workers in the 
greater Cincinnati area have to spend and on what days they 
receive this money. 


ttl. “What is America’s most amazing community?” is the 
title of the significant story of a great mid-western city in the 
heart of the Farm Belt. Loads of valuable facts and figures. 


1112. What is the most valuable advertising space you can use? 
Unquestionably it is .attractive and permanent identification of 


your product. 
power 
product name plates in metal. 


1113. 


of 17 states. 
story is yours for the asking. 


1114, 


in the 12-page fact booklet 


1115. 


sale promotion. 


Inch for inch, it carries a hundred times the selling 


of any other advertising. Get this booklet of ideas on 


The Buffalo market, including 8 counties, has a larger 
population than any of 16 states, greater retail sales than any one 
A 28-page four-color booklet giving the entire Buffalo 


Twenty-three ways in which decals can be profitably 
used in advertising, sales promotion and merchandising are listed 


“What Decals Can Do For You.” 


Have you seen the new Pepsi-Cola advertising clocks? 
They cost the company less than a dime a month. A free descrip- 
tive folder shows how clocks can be used effectively for point-of- 


150,000 WOMEN 


interested exclusively in glamour- 
izing their appearance and per- 
sonality! 


An amazingly responsive buyers’ 
repeat market! 
List completely up-to-date 
Competition protection assured 


Also: 25,000 Men’s Names 
BONOMO CULTURE INSTITUTE 


1841 Broadway Attention: 
New York 23, N. Y. R. E. Gabel 


AMERICA’S FINEST MARKETING MAP 


of the United States for Sales and Executive Use 


— PLUS — 
203 Beautiful Sales Wall Maps cover- 
ing the Major U. S. Markets. All 
Maps 65 x 44” mounted, mechanically 
pry cellophane laminated. IN- 
QUIRIES cordially invited. 
fliustrated Brochure upon 


HEARNE BROTHERS 
24th Fir., National Bank Bidg., Detroit 26, Mich. 


request. 


~ COPELAND 


CREATES 


DISPLAYS. or 
op 


, THAT 


“COPELAND DISPLAYS, INC. 
537 W. 53rd St. 
New York City 19 


Transparent Plastic 
Presentation Books, 
Folders, Envelopes, 
Holders, Covers, Cases 
Ask Your Stationer for our Catalog 


JOSHUA MEIER CO., Inc. 


4 
Orspih 


P.O. Box 242 Cooper Station, New York 3. N.Y 
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SALES PROMOTION MANAGER 
Genuine opportunity with a 
nationally known manufacturer— 


For a young man who knows advertising and sales 
promotion, and is familiar with the marketing of 
home heating equipment or similar Mnes. Must be 
capable of supervising a department and coordinating 
a full scale promotional campaign with national sales 
program. Job requires a working knowledge of heat 
ing engineering for sales training work. Write fully, 
giving age, experience, income requirements. Your 
reply held confidential. Address Box 2530, Sales Man 
agement, 386 Fourth Ave., New York 


EXPORT MANAGER 

OR ASSISTANT 
Veteran, 38, B.S. degree, 8 years ex- 
perience at home and abroad. Export 
procedure, sales, documentation, con- 
tacts abroad. Foreign languages: Span- 
ish and Portuguese. Willing to travel. 
Box 2528, Sales Management, 386 4th 
Ave., New York. 


How 
about 

a speaker 
for your 
next 
meeting? 


This 
dynamic 
@ Speaker 
@ Author 
@ Publicist 
@ Counselor 


with an international reputa- 
tion and 25-year vital business 
background is at your service. 


Counseling either in person 
or by airmail anywhere on the 
American Continent! 


HARRY SIMMONS 
Management Consultant 
Hotel Beacon, 2130 Broadway 
New York 23, N. Y. 


2,000,000 HOUSEWIVES 
72¢ EACH! 


Don’t mail helter-skelter hoping to reach the women 
you want. Direct your mailings with rifle accuracy. 
Make sure every letter, every circular, every penny 
of postaye delivers full value 


Use this fresh, new, 


untouched list of 2,000,000 housewives (women who 
have already responded voluntarily to a homemaking 
offer) and K NOW your direct mail is working in 
fertile ground. Ask for details .... . 


WILLIAM STROH, JR. 
WEST NEW YORK, WN. J. 


568-570 S4th Street, 


SALES EXECUTIVE 


An opportunity of a lifetime for a 
young man about 35, willing to 
travel, to expand sales force of long 
established Midwest firm. Top in its 
field of Sanitation Products. Must 
have industrial experience in hiring 
and training high grade men. Give 
full experience in confidence. State 
age and earnings to qualify you as 
eventual sales manager. Our organ- 
ization knows of this Ad. Box 2531, 
Sales Management, 386 4th Ave., 
New York, N. Y. 


SALES MANAGER WANTED 


Supervise, train crew managers, salesmen. 


Opportunity build retail trade. Modern 
insecticide plant. Modest investment, 
partnership basis. Write fully. Confiden- 


tial. Box 2529, Sales Management, 386 
Fourth Ave., New York, N. Y. 
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COMMENT 


DO YOU BELIEVE IN CHARLEY WILSON? 


Charles E. Wilson, robust, down-among-the-people 
president of General Electric has a new job. It’s another 
of the extracurricular jobs he often accepts in order to 
be of public service. He is chairman of the new Indus- 
tries Advisory Committee of the Advertising Council, 
with Dean Donald David of the Harvard Graduate 
School of Business Administration as vice-chairman and 
21 industry leaders as members. 


The job is to suggest public information programs that 
ought to be carried out by advertising prepared by the 
Advertising Council . . . a nonprofit organization of com- 
panies that advertise, of advertising agencies and media. 
“dedicated to the use of advertising in the public service.” 
It did yeoman advertising service during World War II 
to stimulate production, sell War Bonds, and so forth. 
It has done much since the war to recruit nurses, to 
promote better schools, to create better race-creed-color 
understanding and tolerance and so on. 


This job is getting bigger and bigger. War clouds 
make it look bigger still; but whether or not we are 
plunged into another war (God forbid it!) this Nation 
needs education to produce better American teamwork. 
Our economic literacy is too low, as most business leaders 
readily recognize. There isn’t enough worker confidence 
in management; and, we have to add, there isn’t enough 
management confidence in workers. 


Advertising can do something about this. 


There have been a good many suggestions of late for 
the use of certain advertising themes to achieve higher 
economic literacy among our people. Maybe you have 
snorted at them. Maybe you are one of those who have 
said: ‘““‘Nobody can do that job with advertising” simply 
because you didn’t like the copy you saw. 


We can agree that not all of the suggested advertising 
to improve economic understanding has been good, and 
that advertising is only one tool to be used. But to work 
out effective advertising themes on this subject is a her- 
culean task. Able men have sweated over it. We believe 
progress has been made. 


If a really good advertising job of educating the peo- 
ple in the economics of business is to be done, we can 
think of few abler leaders than Charles E. Wilson. His 
own company use of advertising aimed at this objective 
—ordered by Mr. Wilson but directed by that able sales- 
man G-E Vice President Lem Boulware—is an outstand- 
ing example. The copy makes sense to people in a down- 
to-earth fashion. Then too, Mr. Wilson’s company is 
one which has tried to lead a downward trend in prices 
to the public, and the public knows it. That is something 
that commands popular respect. 


All in all, we are glad to see Charles E. Wilson take 
the chairmanship of the Industries Advisory Committee. 
His special aides will be such men as Chairman Clarence 
Francis of General Foods, President Paul Hoffman of 
Studebaker, and President Reese Taylor of Union Oil. 
The programs these people work out for advertising 
should merit your confidence . . . and your cooperation. 
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We take it upon ourselves to suggest three ways you 
can cooperate, particularly if you are a national advertiser: 


1. Use more of the advertisements offered you in the 
future by The Advertising Council to support various 
public service projects. 


2. Propose to the Wilson committee worthy projects, 


3. Since nothing in life comes free, contribute to the 


$650,000 fund the Council needs for its 1948 operations, 
“DUMB BUNNIES AT THE PLANT" 


Something that was said the other day by Don 
Mitchell, meteoric young sales president of Sylvania Elec- 
tric Products, supported a sales “teamwork” idea fre- 
quently expounded on this page. 


Mr. Mitchell thinks every salesman ought to feel, in 
his contacts with customers and the public, that he is not 
just a hired hand of the company that employs him; he 
is the company. Feeling that way, the salesman will 
never chime in with any customer’s loose, ill-informed 
criticism of the company and “blame it all on those dumb 
bunnies at the plant who never seem to know what the 
hell they’re doing.”’ Instead, he will 4now what they are 
doing and why, and he will explain it. He will stand by 
them to the fullest reasonable extent, because he and they 
are on the same team, and he’s proud of the team. That 
builds good relations . . . and good business. 


But how does a sales chief instil that feeling in his 
men? Of course there are many ways. One method, 
used by Worthington Pump and other companies, is to 
bring the sales force and the plant department heads to- 
gether occasionally so that they can get acquainted and 
clearly understand each other’s jobs. In informal joint | 
meetings, each group airs all its gripes and criticisms of 
the other in a friendly, in-the-family atmosphere. Each 
group offers ideas to the other, however crackpot, and 
discusses them. Some of them may be good. This adds 
to mutual understanding. It helps to make a team. 


The field salesmen and branch managers learn at first 
hand why production in certain lines necessarily has to 
be as slow as it is. Maybe they uncork an idea for im- 
provement that the production men had missed. The 
salesmen learn exactly why headquarters billing and 
credit work has to be done by the current methods. Then 
they can explain these processes to customers. This 
makes them more tolerant of the processes—or else they 
propose some constructive changes. And so it goes. 


Properly handled, this plan also builds a salesman’s con 
fidence in his own company. If he has it, he uses it & 
an important sales tool. “Sell confidence in your comr 
pany!” President William B. Given, Jr., of American 
Brake Shoe said in SM last October 1. “That's the 
greatest selling on earth. But to sell that confidence, yo 
must have it.” If a salesman hasn’t got it, he’s hamstrung 


However, a man can lack confidence in his outfit 
though it be a good one—and lack the feeling ot being o 
a team—just because he doesn’t get a chance to acquit 
full understanding. To give it to him is your job. 


SALES MANAGEMENT 
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BY FAR THE LARGEST CIRCULATION OF ANY PITTSBURGH DAILY NEWSPAPER 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


In Chicago theres an easier way..with results the same ¢ 
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to reach Chicago women 


do as retailers do- 
use the Chicago Tribune 


Department stores invest more of their 
promotion budgets in the Tribune than in all ot 
Chicago papers combined. To get greater 
returns from your advertising in Chicago, build 
your plans around the Chicago Tribune. 

Rates per line per 100,000 circulation are 


among the lowest in America. 


